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Why  is  this  man  smiling? 
John  Danielsen  knows  how 
to  make  the  most  of  his 
vendor  relationships. 
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The  other  is  information.  Because  no  bank 
moves  a  single  dime  without  it.  And  helping  clients 
manage  information— not  just  process  it— is  what 
Unisys  does  best.  That's  why  Unisys  is  the  choice  of  the 
world's  most  intensive  users  of  information— including 


41  of  the  top  50  banks.  Our  solutions  help  clients  with 
everything  from  stopping  check  forgeries  to  integrating 
global  networks.  And  our  consultants  help  businesses 
uncover  revenue  potential  hiding  in  customer  data.  It's  all 
part  of  information  management— our  way  of  helping  you 


use  information  as  an  asset  to  gain  competitive  advantage. 
Call  for  details  and  learn  what  clients  like  Union  Bank 
of  Switzerland  learned.  When  it  takes  information  to  run 
your  business,  it  takes  Unisys  to  help  you  run  it  better. 
http://www.unisys.com  or  1-800-874-8647,  ext.  222 


UNISYS 


When  information  is  everything 
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Galileo  combined 
data  with  new  technology, 
drew  conclusions  from 
careful  observation  and 
informed  others  of  his 
astounding  findings. 

When  Galileo  first 
peered  through  a  telescope, 
he  saw  something  that 
would  radically  alter 
man's  view  of 


the  cosmos  —  evidence 
that  the  earth  was  not  the 


HOW  CAN  LOOKING  THROUGH  A  TELESCOPE 
MAKE  THINGS  SMALLER  THAN  THEY  APPEAR? 


AT  ACXIOM,  WE  KNOW  THAT  VALID  DATA 
ALWAYS  MAKES  A  DIFFERENCE. 


center  of  the  universe.  The 
data  showed  the  earth  to 
revolve  around  the  sun. 

At  Acxiom,  we've  built 
a  multi-national  company 
on  the  powerful  premise 
that  valid  data  in  the  right 
hands  at  the  right  time  can 
have  a  powerful  effect  on 
your  world. 

Through  Acxiom's 
integration,  management  and 


split-second  delivery  of  data  to  companies 
across  America,  we  are  helping  our 
customers  turn  information  into  profits 
and  providing  data  warehousing  and 
business  decision  support  for  the  most 
complex  marketing  challenges. 

As  the  leading  provider  of 
data  and  information  services, 

Acxiom  can  help  you  enhance  your 
universe  and  explore  it  better. 

Build  on  your  knowledge 
with  Acxiom.  It's  how  you  know. 


AgtlOM 

HOW  YOU  KNOW 

1-888-3ACXI0M  •  WWW:  http://www.acxiom.com 


Privacy  assured 


INTRODUCING  THE  DELL  POWEREDGE  4100 

The  way  we  build  servers,  reliability  isn't  an  option,  it's  a  mandate. 
Which  is  why  on  the  new  PowerEdge  4100  there  are  a  host  of 
high-end  safety  features  that  come  standard.  Like  3  fans  and  2 
power  supplies.  ECC  to  catch  and  correct  1-bit  errors  and  append 
2-bit  errors,  and  RAID  that  stores  data  on  multiple  disks.  The 
ability  to  hot  swap  hard  drives  without  shutting  down  the  machine 


—  REDEFINING  THE  MID-RANGE  SERVER. 

and  without  interrupting  your  network.  Even  a  feature  called 
Remote  Assistant  that  operates  independently  of  the  system, 
dialing  out  to  notify  you  in  the  event  of  a  failure  and  letting  you 
dial  back  in  to  address  the  problem.  Something  you'd  normally  have 
to  pay  extra  for.  So  protect  your  network  with  a  Dell  server.  And 
protect  yourself  from  the  price  gouging  of  the  server  status  quo. 


ENTRY  LEVEL  SERVERS 


DELL  POWEREDGE5  2100  SERVER 

200MHz  PENTIUM®  PRO  PROCESSOR 

•  256KB  Integrated  L2  Cache 

•  32MB  EDO  ECC  Memory 
(512MB  Max.) 

•  Integrated  Adaptec  7880  PCI 
Ultra/Wide  SCSI-3  Controller 

•  2GB  Fast/Wide  SCSI-2  Hard  Drive 

•  8X  SCSI  CD-ROM  Drive 

•  3Com®  10/100  PCI  Ethernet  Adapter 

•  Intel®  LANDesk,M  Server 
Manager  v2.5x 

•  3  Year  Warranty1  including  1  Year 
NBD  On-siteA  Service 

•  7  x  24  Dedicated  Server  Hardware 
Technical  Support 


DELL  POWEREDGE  2100  SERVER 

200MHz  PENTIUM  PRO  PROCESSOR 

•  256KB  Integrated  L2  Cache 

•  64MB  EDO  ECC  Memory 
(512MB  Max.) 

•  Integrated  Adaptec  7880  PCI 
Ultra/Wide  SCSI-3  Controller 

•  4GB  Fast/Wide  SCSI-2  Hard  Drive 

•  8X  SCSI  CD-ROM  Drive 

•  3Com  10/100  PCI  Ethernet  Adapter 

•  Intel  LANDesk  Server 
Manager  v2.5x 

•  3  Year  Warranty  including  1  Year 
NBD  On-site  Service 

•  7  x  24  Dedicated  Server  Hardware 
Technical  Support 


$3999  $4599 

Product  Code:  250022  Product  Code:  250014 


MID-RANGE  SERVERS 


DELL  POWEREDGE  4100  SERVER 

200MHz  PENTIUM  PRO  PROCESSOR 

•  512KB  Integrated  12  Cache 

•  128MB  EDO  ECC  Memory  (1GB  Max.) 

•  Integrated  SCSI-3  Controllers: 
-Ultra/Wide  for  Hard  Drive 
-Ultra/Narrow  for  other  peripherals 

•  4GB  Fast/Wide  SCSI-2  Hard  Drive 
(24GB  Max.  via  Six  4GB  Hot- 
Swap  Drives) 

•  8X  SCSI  CD-ROM  Drive 

•  Intel  Pro  100  PCI  Ethernet  Adapter 

•  Dell  Remote  Server  Management 

•  Intel  LANDesk  Server  Manager  v2.5x 

•  3  Year  Warranty  including  1  Year 
NBD  On-site  Service 

•  1  Year  DirectLineSM  NOS  Support 


DELL  POWEREDGE  4100  SERVER 

200MHz  PENTIUM  PRO  PROCESSOR 

•  512KB  Integrated  L2  Cache 

•  128MB  EDO  ECC  Memory  (1GB  Max.) 

•  Two  Integrated  Ultra/Wide  SCSI-3 
Controllers 

•  RAID  Controller  with  On-line 
Capacity  Expansion 

•  Two  4GB  Fast/Wide  SCSI-2 
Hard  Drives  (24GB  Max.  via  Six 
4GB  Hot-Swap  Drives) 

•  8X  SCSI  CD-ROM  Drive 

•  Intel  Pro  100  PCI  Ethernet  Adapter 

•  Redundant  Hot-Swappable 
Power  Supplies 

•  Dell  Remote  Server  Management 

•  Intel  LANDesk  Server  Manager  v2.5x 

•  3  Year  Warranty  including  1  Year 
NBD  On-site  Service 

•  1  Year  DirectLine  NOS  Support 


$7699  $11,399 

Product  Code:  200160  Product  Code:  200161 


MIL 

800-937-3815 

http://www.dell.com 

Mon-Fri  7am-9pm  CT *  Sat  10am-6pm  CT •  Sun 
12pm-5pm  In  Canada^  call  800-839-0148 
In  Latin  Americaf  call  512-728-4685 
GSA  Contract  #GS-35F-4076D 

Keycode  #13034 


'Non-discountable  promotional  prices,  tfor  a  complete  copy  of  our  Guarantees  or  Limited  Warranties,  please  write  Dell  USA  L.P.,  Z214  W  Braker  Lane,  Suite  D,  Austin,  TX  78758.  AThis  on-site  parts  and  labor  service  provided  by  Digital  Equipment  Corporation  and  is 
in  29  metropolitan  areas.  *Prices  and  specifications  valid  in  the  U.S.  only  and  subject  to  change  without  notice.  Intel,  the  Intel  Inside  Pentium  Pro  logo  and  Pentium  are  registered  trademarks  and  the  Intel  LANDesk  logo  and  LANDesk  are  trademarks  of  Intel  Corporation 
MS,  Microsoft  and  Windows  are  registered  trademarks  of  Microsoft  Corporation.  DirectLine  is  a  service  mark  of  Dell  Computer  Corporation.  3Com  is  a  registered  trademark  of  3Com  Corporation,  ©1 996  Dell  Computer  Corporation.  All  rights  reserved 
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Makeover  Medicine 


In  times  of  crisis,  a  healthy  dose  of  IT  can  help 
businesses  rebound,  rebuild  or  regain  their 
competitive  edge. 

By  Jennifer  Bresnahan 


TALK  ABOUT 
ELECTRONIC 
COMMERCE 

Through  Jan.  27,  visit  our 
newest  Online  Feature  Forum, 
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COMMA#* 


“Electronic  Commerce:  Should  You? 

Would  You?  How?”  Exchange  questions, 
answers  and  opinions  with  CIO  writers, 
editors  and  readers  as  well  as  industry  experts. 
www.  do.  comlforumslec.html 


Resource  Center  Visit  to  find  additional  articles, 
white  papers,  vendor  lists  and  information 
about  security  and  marketing  on  the  Web. 
www.do.comlClOlrc_ec.html 


MORE  FORUMS 

Three  recent  Online  Feature  Forums  are  contin¬ 
uing  indefinitely  due  to  popular  demand.  Find 
out  what  people  are  saying  about  these  issues: 

■  Year  2000  Date  Conversion 

( www.  do.  com/forums/yearl  k.html) 

■  Webmaster's  Role 

( www.web-master.com/forums/career.html ) 

■  SAP  R/3  Enterprise  Software 

( www. cio.com/fornms/SAB.html) 
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To  find  out  more  about  CIBER's  millennium 
date  change  conversion  services,  please  contact 
Dave  Ehlke  at  (617)  932-6305  ext.  232  or 
your  local  GIBER  office.  Or  visit  our  web  site  at 

http:/ /www.ciber.com 


<IB<R 


Get  Ready  for 
the  Year  2000 
With  CIBR2000 


The  Year  2000  is  almost  here, 
and  it's  bringing  a  powerful 
computer  flu  with  it.  CIBR2000 

1  TM 

will  keep  your  computer  system 
running  smoothly  into  the  new 
millennium.  It's  the  effective 
and  affordable  software 
solution  for  millennium  date 
conversion. 


CIBR2000  is  a  service  of  CIBER,  Inc.,  the 
evolving  leader  in  affordable  computer  system 
solutions.  Far  more  than  an  excellent  staff 
supplementation  firm,  CIBER  is  here  to  help 
you  every  step  of  the  way  -  from  entry  level 
programming  through  strategic  management 
consulting.  Over  2,000  highly  trained  consul¬ 
tants  serve  customers  in  30+  branch  offices 
across  the  country  and  in  two  foreign  countries 


For  additional  CIBER  services,  please  contact  us  at  1  -800-242-3799.  Thank  you. 
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Big  problems.  Little  problems.  Each  one  is  different.  And 
each  one  is  unique  to  your  company.  Fortunately,  Microsoft,® 
along  with  our  Enterprise  Partners,  has  a  solution  that  will 
satisfy  your  developers  and  your  deadlines.  With  Microsoft 
Visual  Basic®  programming  system  you  get  the  first  completely 
RAD  tool  for  distributed  client/server  development.  By 
adding  the  unlimited  flexibility  of  the  Microsoft  Visual  C++® 
development  system,  you  can  build  any  component  you  need 


©  1996  Microsoft  Corporation.  All  rights  reserved.  Microsoft,  Visual  Basic,  Visual  C++  and  Where  do  you  want  to  go  today?  are  registered  trademarks  and  Visual  SourceSafe  Is  a  trademark  of 
Microsoft  Corporation.  All  other  trademarks  In  the  attached  insert  are  the  property  of  their  respective  owners.  To  order  any  of  the  Microsoft  Visual  Tools,  or  to  receive  a  reseller  referral,  In  the 
United  States  or  Canada,  please  call  (800)  621-7930,  Dept.  A873.  Monday  through  Friday  (7:00AM  to  midnight,  eastern  time),  Saturday  (8:00AM  to  8:30  PM),  and  Sunday  (8:00AM  to  7:00PM). 
Outside  the  US  and  Canada,  please  contact  your  local  Microsoft  subsidiary.  TT/TDD  available  at  (800)  892-5234. 
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STERLING 

SOFTWARE 


VISION 
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Experience  Architected-RAD  with  Sterling 
Software’s  KEY:Workgroup.  These  integrated 
tools  combine  business  workflow  modeling  with 
data  modeling  and  database  design.  Using 
KEY:Workgroup,  VB  developers  architect 
business-driven  solutions  for  the  enterprise. 
(800)338-4130.  www.key.sterling.com 


Thin  down  your  fat  clients  with  Vision  Builder’s 
unique  Application-Business-Data  (ABD)  rules- 
driven  approach.  Unleash  the  power  of  Visual 
Basic  and  SQL  Server  while  building  your 
applications  in  a  fraction  of  the  time.  For  more 
information,  visit  our  Web  site  at 
www.vision-soft.com. 


Visual  Components,  Inc.  is  the  leading  provider  of 
component-based  development  tools  for  building 
Windows-based  applications  for  the  enterprise. 
Visual  Components’  tools  deliver  essential 
business  functionality,  encapsulated  in  tightly 
built  component  objects.  For  more  information, 
visit  www.visualcomp.com. 


Texas 

Instruments 

Texas  Instruments  Software 
creates  competitive  advantage  by 
reducing  application  life-cycle 
time.  Composer,™  a  component- 
based  development  tool,  enables 
the  assembly  and  maintenance  of 
client/server  systems.  Arranger™ 
promotes  component  reuse  with 
Visual  Basic  applications.  Visit 
www.ti.com/software. 


Interested  in  obtaining  access  to 
business-critical  information  in 
enterprise  networks  and  beyond, 
or  building  custom  applications 
with  our  ActiveX  controls?  RUMBA 
95/NT  does  this  and  more! 
Preview  the  RUMBA  advantage, 
(800)817-7997. 
www.walldata.com 


'ools  let  you  apply 


one-of-a-kind 


(If  you’re  short  on  aplomb ,  try  our  3rd-party  partners.) 


0  £3  S lockage  Simulation  data 

0  0  JIMS  PR  4!  CreditCard 
©  LJ  Stored  Procedures 
©  O  Tables 


\iile  generating  the  fastest  enterprise  applications.  The 
(terprise  editions  of  both  tools  have  additional  features 
tmeet  the  requirements  of  large  application  development. 
Ijr  developers  will  build  applications  that  are  scalable, 
siport  Internet  development  and  can  access  databases  of 
a  kinds.  Plus,  with  Visual  SourceSafe™  your  team  will  be 
ae  to  share  files,  coordinate  efforts,  and,  well,  become 
nre  team-like.  But  great  application  development  requires 


more  than  just  a  great  set  of  coding  tools.  Our  3rd-party 
partners  deliver  tools  for  data,  object,  and  process  modeling; 
application  testing;  maintenance;  and  bug  tracking.  And 
since  they’re  integrated  with  Visual  Basic  and  Visual  C++, 
you  get  the  same  familiar  development  environments  that 
will  reduce  your  learning  curve.  To  check  out  our  Enterprise 
Partners  and  Microsoft  Enterprise  Tools,  see  the  attached 
insert  or  visit  us  at  our  website. 


Microsoft 

Where  do  you  want  to  go  today?®  www.microsoft.com/edevpartner/ 


In  Box 

LETTER  FROM  THE  EDITOR,  READER  FEEDBACK  AND  HOW  TO  REACH  US 


1 997.  The  year  2000 


is  a  mere  35  months  away!  When  I  was  a  kid,  it  was 


hard  for  me  to  imagine  being  a  part  of  the  21st  century.  Some  IS  folks  are  still  stuck  in  that  rut. 


But  we  will  be  a  part  of  it,  and  whatever  decisions  we  make 
today  are  decisions  we’re  going  to  have  to  live  with.  Here’s  my  list 
of  top  priorities  for  IS  managers  for  1997: 

1 .  Address  the  year  2000  date-conversion  problem. 

2.  Get  the  desktop  under  control. 

3.  Have  some  of  your  most  creative  people  work  on  ways  to 
exploit  the  Internet. 

4.  Shorten  your  systems  delivery  time. 

5.  Develop  a  sound  methodology  for  rationalizing  and  priori¬ 
tizing  IS  projects. 

6.  Make  it  possible  for  users  to  work  anywhere,  any  time. 

7.  Shore  up  your  systems  security. 

8.  Develop  partnerships  with  key  technology  suppliers. 

9.  Build  a  knowledge  management  infrastructure  that  makes 


FROM  OUR  READERS 


sense  for  your  company,  its  business  and  its  culture. 

10.  Make  it  to  1998. 

I’d  like  to  add  a  personal  note  to  the  list:  Try  to  achieve  some 
balance  between  work  and  home,  whatever  “home”  may  be 
for  you.  We  owe  it  to  ourselves  and  our  families — 
and  our  bosses,  employees  and  peers — to  keep 
things  in  perspective. 

Here’s  to  a  great  ’97  for  all  of  C/O’ s  readers, 
advertisers,  business  partners  and  employees.  If 
you  have  a  top  10  list  you’d  like  to  share,  send  it  to 
me  at  lundberg@cio.com. 

Happy  New  Year. 


Covering 

NewTi 


STRATEGIC  SALES 
In  Tom  Field’s  insightful  and  comprehensive 
article  “Covering  New  Territory”  [Sept.  15, 
1996],  it  is  reassuring  to  see  that  sales  force 
automation,  also  termed  “customer  asset 
management,”  now  is  being  integrated  with 
other  business  functions  in  support  of  a 

company’s  business 
strategy.  As  a  consul¬ 
tant,  I’ve  practiced — 
and  preached — that 
approach  since  the 
mid-1980s.  For  the 
CIO,  the  job  may  be 
more  complicated, 
but  the  chance  of 
success  goes  up  mea¬ 
surably.  I  appreciate  being  quoted  in  the  arti¬ 
cle,  but  please  note  that  the  company  name 
is  Information  Systems  Marketing  Inc. 
(ISM),  in  Washington,  D.C. 

Barton  Goldenberg 
President 

Information  Systems  Marketing  Inc. 

Washington 


.5 

A: 


10  CIO  /  JANUARY  1  5,  1  997 


http://www.cio.com 


p 


w 


p  1 


C£ 


y 


Download 

A  DEMO  TODAY. 

.  http: 

// 

WWW 


COGNOS 


com/is3 


Sit  up.  Take  notice.  PowerPlay  5.0  takes  OLAP  into  new  dimensions  with  awe¬ 
inspiring  features.  A  performance  high!  PowerPlay  puts  data  warehouses 
on  the  desktop  -  turning  your  OLAP  and  relational  databases*  into  goldmines. 
Explore  much  more  data  quicker,  packing  millions  of  records  into  every  cube. 
77ms  is  easy!  Graphs.  Charts.  Tables.  You  drag,  you  drop,  you  see  your  data 
your  way.  You  drill  through  to  the  details  in  the  original  database  with  a  single 
click.  Plus  client/server  PowerPlay  piggybacks  on  your  existing  relational  data¬ 
base  -  making  admin  and  replication  simple.  Deploy  quickly!  Create  OLAP 
cubes  on  PCs,  UNIX  servers  or  in  relational  databases . . .  then  deploy  them 
however  you  want.  Scale  new  heights!  5.0  is  truly  enterprise-capable.  And 
with  access  to  OLAP  servers  such  as  Arbor  EssBase,  Oracle  Express  and 
others,  PowerPlay  has  redefined  "open  for  business."  PowerPlay  5.0:  the 
perfect  enterprise  solution.  Ah!  The  victory.  Q/GriSOS 

Call  800-900-7200  (U.S.),  800-267-2777  (Canada).  T ools  T hat  Build  Business 


It  will  leave 

YOU  BREATHLESS 


*  Oracle,®  Sybase,®  SQL  Servers,  and  others. 

©1996  Cognos .  Cognos,  PowerPlay  and  “Tools  That  Build  Business”  are  registered  trademarks  or 
trademarks  of  Cognos,  Inc.  All  other  trademarks  are  the  properties  of  their  respective  companies. 
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WHAT  ABOUT  RACE? 

[In  your  Nov.  1, 1996,  report  on  execu¬ 
tive  turnover],  you  note  correctly  the 
gender  and  age  gaps.  What  about  the 
race  gap? 

Christopher  A.  Douglas 

Relationship  Manager,  EDS  Internal  Audit 
EDS  Employee  Credit  Union 
Plano,  Texas 

Sadly,  the  sample  size  was  not  big 
enough  to  get  a  handle  on  the  race  gap, 
which  in  itself  would  seem  to  say  some¬ 
thing  about  that  particular  gap.  If  you 
have  any  ideas  about  how  CIO  might 
tackle  this  subject  in  a  useful  way,  please 
let  us  know ! 

ROI  &  BRUSSELS  SPROUTS 
Nice  article  on  ROI  [“Digesting  the  ROI 
Paradox,”  Oct.  1,  1996].  I  happen  to 
like  brussels  sprouts,  however. 

Tom  Groot 
Vibro-  Acoustic  Sciences 
San  Diego 
tomg@vasci.com 


BRIGHT  IDEAS 

I  just  read  about  “process  excellence” 
[Trendlines,  Nov.  15, 1996],  or  the  com¬ 
binations  of  the  “incremental  improve¬ 
ments  of  TQM  and  the  more  revolu¬ 
tionary  steps  associated  with  BPR.” 
Perhaps  some  of  these  so-called  man¬ 
agement  consultancies  should  do  a  little 
more  research  before  laying  claim  to 
such  bold  “new”  ideas. 

Specifically,  they  might  be  interested 


Howto  Reach  Us 


Phone:  508  872-0080 
Fax:  508  879-7784 

Address:  CIO  Communications  Inc., 

492  Old  Connecticut  Path,  P.O.  Box  9208, 
Framingham,  MA  01 701-9208 

Web  Site:  www.cio.com 

E-mail:  For  staff  e-mail  addresses,  visit 
www.cio.  com/CIO/edits  taff.html 

Subscriber  Services:  800  788-4605, 

Fax:  508  872-8506; 

E-mail:  denisep@cio.com 

Reprints:  Reprints  are  available  by 
calling  508  935-4539 


in  reading  Joseph  Juran’s  work  Man¬ 
agerial  Breakthrough.  Juran  details  two 
approaches  for  management  to  take. 
First,  he  outlines  how  management 
should  organize  itself  in  a  steering  com¬ 
mittee  and  what  processes  it  should  fol¬ 
low  for  significant  breakthrough.  Sec¬ 
ond,  he  describes  how  to  switch  back 
to  a  control  and  continuous  improve¬ 
ment  mode  once  the  breakthrough  is 
achieved. 

By  the  way,  I  believe  Juran’s  book  was 
first  published  in  1964.  One  might  won¬ 
der  about  infringements,  etc....  but 
then  again,  guys  like  Joe  Juran  and  Ed 
Deming  seemed  to  be  in  it  for  quality, 
not  the  money. 

James  Hay 

Director,  Business  Engineering 
American  Annuity  Group,  IS 
Cincinnati 
jhay@aagis.com 


NEW  KID  ON  THE  BLOCK 
Being  very  new  in  my  position,  I  have 
found  it  a  requirement  to  review  maga¬ 
zines  and  other  publications  with  vigor. 

It  has  become  obvious  that  I  can  read 
only  a  few  magazines  because  of  time 
restrictions  and  information  overload. 
Your  magazine  has  become  a  main  focus. 

Continually  you  bring  to  the  forefront 
information  that  increases  my  opportu¬ 
nities  to  be  successful.  Heaven  knows, 
few  of  us  could  ever  stay  on  top  of  all  the 
technologies  and  business  changes  in  the 
industry.  CIO  has  become  a  powerful 
aid  in  my  transition  into  management. 
Keep  it  up! 

Steven  A.  Wood 

Director  of  IS 
The  Western  Sugar  Co. 

Denver 

SAWood60@gnn.com 
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PeopleSoft’s  workflow- enabled  applications  route 
the  right  information  to  the  right  people  at  the  right 
time  in  the  right  form.  That  can  not  only  improve  the 
productivity  of  your  organization,  but  can  also 
facilitate  business  process  redesign,  reduce  paperwork, 
and  automate  administrative  tasks.  How’s  that  for 
working  hard? 

PeopleSoft’s  workflow  is  open,  so  it  can  integrate 
with  a  variety  of  third-party  products.  You  can  use 
email  for  notifications,  and  electronic  forms  for  turn¬ 
ing  around  approvals.  Or  use  internet  forms  and 
interactive  voice  response  systems  to  communicate 
with  PeopleSoft  applications. 


And,  unlike  some  solutions,  PeopleSoft’s  are 
flexible  enough  for  you  to  define  your  own  processes 
and  procedures.  In  other  words,  PeopleSoft  adapts  to 
the  way  you  work,  not  the  other  way  around. 

No  wonder  1350  organizations  worldwide  have 
chosen  PeopleSoft.  For  more  information  on  how 
PeopleSoft’s  workflow  solutions  can  help  your  organiza¬ 
tion,  call  800-947-7753  and  ask  for  our  workflow  white 
paper.  Or  visit  us  at  workflow.peoplesoft.com.  You'll 
discover  we  have  the  technology,  the 
people,  and  the  commitment  it  takes 
to  help  you  increase  your  productivity. 

Without  increasing  your  workload. 


Enterprise  business  applications  for  finance,  materials  management,  distribution,  manufacturing,  and  human  resources. 


©  1997  PeopleSoft.  Inc.  PeopleSoft  and  the  PeopleSoft  logo  are  registered  trademarks  of  PeopleSoft.  Inc. 
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Livelink  Intranet  delivers 
the  widest  range  of  intranet 
applications  to  help  you 
put  the  Web  to  work. 


Search  massive 
amounts  of 
information 


Access  control 
and  version 
management  for 
all  documents 


The  tools  you 
need  for  on-time, 
on-budget  delivery 


search 


library 


workflows 


S?  Monitor  a 

project’s  progress 
at  a  glance 


So  easy  to  learn 
and  use,  you  may 
not  need  this! 


I  ligldighls 
information  that 
needs  your 
attention 


status 


projects 


A  place  to  keep 
and  organize  your 
personal  files 


Introducing 

Livelink  Intranet 

Suite  7. 

It’s  the  first  and  only  intranet  application  suite 
that  you  can  run  your  business  on. 

Managing  today’s  complex  business  processes  means  allowing  your  managers  and  project 
teams  to  access,  share,  track  and  reuse  information  across  your  corporation  -  no  matter 
how  many  sites  and  technologies  are  involved.  With  Livelink  Intranet  you  can  manage 
documents,  collaborate  on  projects  and  coordinate  workflow.  And  quickly  find  what  you 
need  using  the  world’s  top-rated  full-text  search  engine.  It  links  your  people  with  people, 
and  people  with  information,  to  meet  your  goals. 

Livelink  Intranet  is  a  complete  off-the-shelf 
application  that  you  install  and  start  using  right  away  - 
all  your  people  need  is  a  Web  browser.  It  takes  your 
current  investment  in  networks,  databases  and  applications 
and  integrates  them  with  the  Internet’s  global  infrastructure. 

Finally,  your  intranet  will  support  document  collections 
of  any  size  and  handle  any  number  of  users.  All  with  the 
necessary  security  and  access  control. 

Industrial-strength  and  scalable,  Livelink  Intranet 
helps  Fortune  500  and  Global  2000  companies  solve 
advanced  business  problems. 

And  it’s  the  only  one  that  can,  and  the  only  one 
that’s  shipping  today.  Contact  us  and  we’ll  show  you  how. 

Visit  www.opentext.com  or  call 

T"  Open  Text 

Livelink 

Intranet 

Suite  7 

Putting  the  Web  to  Worlfu 

Compatible  with  Microsoft®  Windows  NT™. 

Livelink,  Open  Text  and  “Putting  the  Web  to  Work”  are  trademarks  of  Open  Text  Corporation.  All  other  trademarks  are  the  property  of  their  respective  owners. 


“Livelink  was  exactly 
what  our  company  was 
looking  for.. .we  looked 
at  a  lot  of  products  and 
of  all  of  them,  Livelink 
was  the  most  open  and 
easiest  to  use!’ 

Mitch  Oliver, 
QUALCOMM  Incorporated 

1  800  499-6544 


Tile  workspace 
and  resources 
for  your  virtual 
teams 


PHOTO  BY  WEBB  CH APPEL 


Publishers  Note 


CIO  SALES  OFFICES 


"We  want  to  make  maximum  use  of  the  intranet 
in  all  of  our  business  operations.  Ideally  we 
want  it  to  be  so  commonplace  that  it's  viewed 
like  a  public  utility — you  only  notice  it  when 
it's  down." 


-Robert  R.  Walker,  Vice?  resident  and  CIO 

Hewlett-Packard  Co. 


The  telephone  used  to  be  the  quickest  and  most  common  way  to  reach 
someone.  Then  answering  machines  and  voice  mail  systems  were  invent¬ 
ed,  leading  to  the  frenzied  era  of  “Gotta  check  my  messages.”  Need  to 

speak  with  someone  immediately?  Beep 
’em.  And  not  just  if  your  wife  is  going  into 
labor.  After  all,  we’re  long  past  the  days 
when  only  doctors  and  police  officers  car¬ 
ried  beepers.  Still  not  quick  enough?  Try 
the  cellular  phone.  Or  the  fax  machine. 
Or  e-mail — which  is  used  so  frequently 
that  one  colleague  mentioned  receiving  a 
“Bless  you”  message  from  an  adjoining 
office  after  letting  out  a  sneeze. 

Because  the  choices  for  communicat¬ 
ing  are  so  plentiful,  they  can  be  some¬ 
what  overwhelming.  How  can  corpora- 
take  advantage  of  the  available  technology 
and  still  find  the  best,  most  cost-effective  way  to  deliver  messages  and 
information? 

Take  a  cue  from  Hewlett-Packard,  a  company  for  which  a  48-hour, 
100,000-user  rollout  of  a  new  word-processing  application  is  routine. 
HP  used  its  eight-year-old  TCP/IP-based  information  system  to  alert 
thousands  of  employees  about  their  pending  upgrade,  then  IS  transmit¬ 
ted  the  new  software  from  the  master  server  to  400  file  servers  around 
the  globe.  And  HP  uses  its  corporate  intranet,  a  system  that  was  in  place 
long  before  “Internet”  became  a  household  word,  to  facilitate  personnel 
training,  document  management,  team  distribution,  petty  cash  reim¬ 
bursement  and  employee  reviews. 

Forrester  Research  Inc.  in  Cambridge,  Mass.,  describes  HP  as  a  leader 
in  corporate  intranet  development.  Staff  Writer  Tom  Field’s  article 
“Getting  In  Touch  With  Your  Inner  Web,”  beginning  on  Page  38, 
explores  HP’s  road  to  leadership,  the  challenges  it  has  faced  along  the 
way  and  the  direction  in  which  it’s  heading. 
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"Silicon  Graphics 
chose  and  implemented 
Oracle  Applications 
in  just  15  months" 

Ed  McCracken,  Chairman  and  Chief  Executive  Officer 

Silicon  Graphics,  Inc. 


Over  the  last  decade  Silicon  Graphics, 
the  leading  manufacturer  of  high-performance 
visual  and  enterprise  computing  systems, 
has  been  one  of  the  fastest  grow¬ 
ing  companies  in  the  world. 

They  needed  new  busi¬ 
ness  applications  with 
the  flexibility,  seal- 
ability  and  technical 
architecture  to  support 
their  phenomenal  growth. 

Silicon  Graphics  chose  and 
implemented  Oracle  Applications  on 
SGI’s  high-performance  CHALLENGE  server  in 
just  1  5  months. 


Oracle  Applications  are  the  only  applications  designed 
for  rapid  business  change  and  built  on  Oracle’s 
integrated  stack  of  database,  tools,  workflow,  data 
warehousing  and  Web  technologies. 

Oracle  Applications  automate  your 
entire  enterprise  with  over  30 
integrated  software  modules 
for  finance,  supply  chain 
management,  manufac¬ 
turing,  projects,  human  re¬ 
sources  and  market  management. 

Do  your  business  applications 
enable  rapid  growth?  If  not,  call  Oracle 
at  1-800-633-1059,  ext.  10728  today.  Or  find  us  on 
the  Web  at  http://www.oracle.com/applications 


ORACL69 

Enabling  the  Information  Age™ 


Oracle 


Applications 


©1996  Oracle  Corporation.  Oracle  is  a  registered  trademark,  and  Oracle  Applications  and  Enabling  the  Information  Age  are  trademarks  of  Oracle  Corporation.  All  rights  reserved. 

All  other  company  and  product  names  are  trademarks  of  their  respective  owners. 


WITH  DESKTOP  SYSTEMS  THAT  PUT  OUT 
THEIR  OWN  FIRES,  YOU  DON’T  HAVE  TO  COME  TO  WORK 
WEARING  THE  SAME  OLD  SUIT  EVERYDAY. 


The  next  time  there’s  a  five-alarm  fire  at  the  office,  sit 
back  and  relax.  With  the  new  Power  Mate"'  Series  from  NEC, 
you  can  manage  the  entire  network  without  leaving  your  desk. 
The  fact  is,  exclusive  NEC  MagicEye  ™  technology 
monitors  the  function  and  operation  of  each 
PowerMate  system,  including  its  hard  drive  activity, 
temperature  and  voltage.  It’ll  even  alert  you 
if  a  computer  is  tampered  with.  If  a  problem 
is  detected,  Intel’s  LANDesk®  Client  Manager 
3.0  lets  you  remotely  access  the  system  for 
efficient,  centralized  management.  What’s  more, 
Cybermedia’s  FirstAid  95  Deluxe  automatically 
fixes  configuration  errors  and,  along  with  McAfee’s  anti-virus 
software,  protects  your  valuable  data. 

Alone,  the  PowerMate  desktop  computer  can  be  anything 
from  a  general  office  PC  to  a  powerful  corporate  workstation. 
Linked  together,  they’re  a  sophisticated  network  that  you 
can  remotely  manage. 

Granted,  you  may  still  have  to  put  out  an  occasional 
fire.  But  at  least  now  you  can  do  it  in  everyday  business 
attire.  For  more  information,  call  1-800-NEC-INFO,  or  visit 
us  on  the  web  at  http://www.nec.com. 

SEE,  HEAR  AND  FEEL  THE  DIFFERENCE.™ 


Pentium 

■  processor 


Cl  996  Pacxard  Bell  NEC.  Inc  NEC  and  PowerMate  are  registered  trademarks  of  NEC  Corporation  used  under  license  by  Packard  Bell  NEC.  Inc.  See.  Hear  and  Feel  the  Difference  is  a  registered  trademark  of  NEC  Technologies.  Inc.  The  Intel 
:  „gc  LANDesk  and  Pen:  jt  are  registered  trademarks  and  the  Pentium  Processor  Logo  is  a  trademark  of  Intel  Corporation.  Product  specifications  listed  are  not  necessanly  reft©:*  .e  of  PowerMate  models  available  Key « 21 192 
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Getting  a  Degree@university.edu 


August,  the  Florida 
State  University  Sys¬ 
tem  will  open  its  new 
Florida  Gulf  Coast  Uni¬ 
versity  (FGCU),  and  part  of 
the  Fort  Myers-based  school’s 
charter  is  to  incorporate  similar  dis¬ 
tance  learning  practices  in  each  of  its 
17  undergraduate  and  nine  graduate 
degree  programs. 

FGCU’s  goal  is  to  use  informa¬ 
tion  technology — videotaped  class¬ 
es  and  interactive,  two-way  video 
as  well  as  the  Internet — to  reach 
working  adults,  homemakers 
and  shut-ins  who  cannot  avail 
themselves  of  traditional  educational 
opportunities.  “We’re  trying  to  reach 
out  and  serve  a  market  that  has  largely 
been  neglected,”  says  Roy  E.  McTar- 
naghan,  president  of  FGCU. 

Among  the  models  FGCU  consulted 
to  develop  its  approach  are  The  Open 


University 
in  the  Unit¬ 
ed  Kingdom, 
which  serves  more  than  200,000  re¬ 
mote  students,  and  the  University  of 


DISTANCE  LEARNING 


How  many 
times  have  you  told  yourself  you’d 
gladly  go  back  to  school  and  chip  away 
at  that  postgraduate  degree  if  only  your 
travel  schedule  would  allow  and  it 
didn’t  take  time  away  from  family? 

You  might  need  a  new  excuse. 

With  the  growth  of  Internet  use,  dis¬ 
tance  learning  is  the  new  Manifest  Des¬ 
tiny,  as  universities  from  coast  to  coast 
pioneer  ways  to  deliver  college  courses 
and  even  entire  degree  programs  to 
nonresidential  students.  Education 
over  the  Internet  long  has  been  a  part 
of  some  university  systems,  but  now  it 
is  gaining  widespread  acceptance.  Just 
last  June,  the  governors  of  10  Western 
states  pledged  to  build  a  new  “virtual 
university”  in  which  students  will  reg¬ 
ister  for  classes  online,  download 
course  material  from  the  Internet  and 
communicate  with  professors — even 
hand  in  term  papers — via  e-mail.  In 


Holy  High-Tech  Wheels! 


SMART  CAR 


Wouldn't  it  be  cool  to  drive  a  car  with  all  the  accouterments  of  the 
Batmobile?  You  know,  all  that  zippy,  flashy  stuff  that  would  be  the  ultimate  in  conve¬ 
nience,  elevate  you  to  gadgetmaster  status  and  even  help  you  foil  crimes? 

Well,  the  new  gizmo-laden  OnStar  system  provides  drivers  with  more  than  a  few 
of  those  superhero  perks.  Available  in  1 997  Cadillacs,  OnStar  calls  for  emergency 
assistance  if  your  airbag  deploys,  unlocks  the  car  if  you  lock  your  keys  inside,  gives 
you  directions  to  any  location  and  even  sends  a  tracking  signal  so  the  car  can  be 
traced  if  it's  stolen. 

The  system,  created  by  General  Motors  North  American  Operations,  Delco 
Electronics  Corp.,  Hughes  Electronics  Corp.  and  EDS  Corp.,  combines  a  global 
positioning  system  with  cellular  phone  technology  and  an  emergency 
switchboard.  The  purpose  of  the  product,  which  can  be  fully  integrated  into 
1 997  front-wheel-drive  Cadillacs  for  just  under  $  1 ,000,  is  to  make  driving 
safer  as  well  as  more  fun,  says  Chet  Huber,  managing  director  of  OnStar. 
Capeandbluetightsnotincluded.  ■ 
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©  1996  Applix,  Inc.  All  Rights  Reserved 


The  single  largest 
challenge  facing 
organizations  today 
is  acquiring  and 
retaining  long-term 
satisfied  customers 


Applix  is  a  registered  trademark  of  Applix,  Inc 


Info  Code:  7E00A3 


Satisfied 

Customers 


From  initial  contact  through  on-going 
service  delivery,  you  need  a  solution  that 
provides  your  customers  with  superior  ser¬ 
vice.  Applix  Enterprise,  a  suite  of  customer 
satisfaction  software  applications,  is  that 
solution.  From  sales  force  automation  to 
quality  assurance,  help  desk  automation  to 
customer  service,  Applix  Enterprise  is  a  set 
of  solutions  you  can  depend  on.  Solutions 
that  adapt  to  your  changing  organizational 
needs.  Powerful,  integrated  applications 
accessible  over  the  web. 


With  over  10  years  experience  in  the  services 
industry,  Applix  Enterprise  is  guaranteed  to 
ensure  customer  satisfaction  by  providing 
unparalleled  sales  and  service  support 
automation.  Call  1-508-870-0300  today  for 
more  information  on  Applix  Enterprise. 


www.  applix .  com 
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APPLIX 

112  Turnpike  Road 
Westboro,  MA  01581 


Trendlines 


Maryland.  Other  U.S.  innovators  cited 
as  inspiration  for  the  Western  Gover¬ 
nors’  Association  model  include  the 
University  of  Wisconsin  and  Maricopa 
Community  Colleges  in  Arizona. 

Distance  learning  does  pose  chal¬ 
lenges:  How  do  you  measure  credit 
hours  and  semesters  when  students  tru¬ 
ly  work  at  their  own  paces?  How  do 
you  quantify  university  funding,  which 
generally  is  based  on  the  number  of 
full-time  students  enrolled  and  the 
number  of  buildings  filled?  How  do 
you  deal  with  technical  issues,  such  as 
working  with  configurations  that  vary 
from  student  to  student? 


But  practitioners  say  the  technology 
also  has  unique  benefits.  Angela  Am¬ 
brosia,  professor  at  Maricopa’s  Rio 
Salado  College  in  Tempe,  Ariz.,  where 
more  than  30  courses  and  an  associ¬ 
ate’s  degree  are  available  online,  says 
distance  learning  has  become  a  great 
equalizer  among  students.  Fast  and 
slow  learners  are  indistinguishable 
from  each  other,  and  students  who  nor¬ 
mally  might  be  reserved  in  a  classroom 
often  won’t  hesitate  to  speak  up  in  a 
chat  room.  “One  disabled  student  told 
me,  ‘It  takes  me  an  hour  or  two  to  type 
a  sentence,  but  nobody  knows  that,”’ 
Ambrosia  says.  -Tom  Field 


Tragic  Task  for  Technology 


GIS  MAPPING 


Sifting  through  the  debris  of  a  plane  crash  to  determine  its  cause  is  a 
sad  and  arduous  task.  It  is  even  harder  when  the  debris  lies  hundreds  of  feet  below  the 
ocean  surface. 

When  TWA  Flight  800  crashed  off  Long  Island  in  July,  killing  all  229  peopleaboard, 
the  National  Transportation  Safety  Board  used  maps  made  with  GIS  software  from  Map- 
Info  Corp.  to  aid  in  the  search  and  depict  progress  graphically  to  families  and  the  press. 

In  the  days  following  the  crash,  a  National  Oceanic  and  Atmospheric  Agency  (NOAA) 
survey  ship  traversed  the  area  constantly,  towing  a  sonar  device  to  scan  the  ocean  floor. 

Each  evening,  a  small  boat 
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brought  the  data  to  shore  so 
NOAA  could  feed  it  into  Map- 
Info  software.  That  data, 
combined  with  logistical  in¬ 
formation  such  as  water 
depth,  produced  detailed 
maps  for  U.S.  Navy  divers.  As 
the  divers  brought  up  debris, 
information  on  which  piece 
of  the  plane  it  was  from  was 
added  to  the  maps  to  pin¬ 
point  the  wreckage  areas.  For  example,  debris  found  near  the  nose  landing  gear  proba¬ 
bly  came  from  the  front  section  of  the  plane.  Such  information  helped  divers  focus  their 
search. 

The  whole  data-gathering  operation  scanning  the  ocean  floor  took  only  a  few  days; 
feeding  the  data  into  a  map  took  less  than  an  hour.  "We  used  to  do  it  all  on  paper 
plots,"  says  NOAA  Lt.  Cmdr.  Gerd  Glang.  "Then  in-house  software  was  developed  for 
nautical  charting,  but  it  didn't  have  the  flexibility  of  plotting  in  all  the  different  pieces 
of  information."  -Jennifer  Bresnahan 


Training 

Hooky 

A  BOUT  85  PERCENT 
of  managers  report 
at  least  one  challenge  in 
providing  management 
training  for  their  staffs. 
The  most  common  prob¬ 
lems  were  scheduling 
when  people  could  par¬ 
ticipate  and  then  actually 
getting  them  to  show  up. 


Saved  by  a 
Baby  Bell 


WIRED  SCHOOLS 


Three  years 
ago,  Christopher  Columbus 
School  in  Union  City,  N.  J.,  was 
on  the  verge  of  collapse.  Stu¬ 
dents  in  the  predominantly 
poor  city  were  performing  be¬ 
low  the  national  average  aca¬ 
demically,  and  morale  was  at  an 
all-time  low.  But  just  steps 
ahead  of  state  intervention, 
Union  City  embarked  on  a 
partnership  with  Bell  Atlantic 
Corp.  to  revamp  the  school  cur¬ 
riculum  with  computers. 

All  135  seventh-graders  and 
their  teachers  were  provided 
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FREE for  a  Limited  Time. .  A  CD  ROM  Preview  of 


The  Top  New 
Data  Warehousing 
Software 


When  200,000  IS  managers  were  asked  to 
choose  the  top  software  for  data  warehousing, 


their  answer  had  a  familiar  ring: 

SAS  software  from  SAS  Institute. 


PRODUCT 

OF  THE 

YEAR  1996 

IS  MANAGERS  CHOICE 


/  V 

'  M  ' 


As  the  only  end-to-end  solution  for  rapid  data 
warehousing,  SAS  software  delivers  everything 
you  need  to  manage,  organize,  DATAMATION 

and  exploit  your  business  data 
The  tools  you  use  to  build  a 
data  warehouse  are  the  same 
ones  used  to  maintain  it... nm 
it... and  change  it.  And  what’s  more,  everything’s 
scalable.  You  can  jump  right  into  enterprise- wide 
information  delivery  applications... or  stru  t  small 
and  build  on  your  success. 

SAS  software  doesn’t  consume  overhead  for 
database  features  you  don’t  need.  And  once  you 
have  data  in  the  warehouse,  you’ll  find  everything 
you  need  for  data  query  and  reporting.  OLAP/ 
multi- dimensional  analysis,  data  mining,  database 
marketing,  data  visualization,  and  much  more. 
It’s  never  been  easier  to  access  your  data... or 
to  ar  rive  at  informed  decisions  by  turning  raw 
data  into  real  information. 


SAS  Institute 


Software  for  Successful  Decision  Making 


Phone  919.677.8200  Fax  919.677.4444 
In  Canada  1.800.363.8397 

You  can  also  request  your  free  CD  ROM,  and  learn 
more  about  SAS  seminars  in  your  area,  by  visiting 
us  on  the  World  Wide  Web  at  http://www.sas.com/ 


E-mail:  cio@sas.sas.com 


SAS" 


Institute. 


Software 


for 


Successful 


Decision 


Making. 


SAS  is  a  registered  trademark  of  SAS  Institute  Inc.  Copyright  c  1996  by  S/1S  Institute  Inc. 


Trendlines 


Intraspection 

More  than  one-third  of  respondents  indicate  they  currently  use  intranets 
to  distribute  multimedia-based  training.  Among  the  50  percent  who  plan  future  usage, 
the  majority  (84  percent)  expect  to  use  intranets  within  one  or  two  years. 


Intranet  use  for 
multimedia-based 
learning 


Currently  Will  use 

use  intranet  intranet  in 


No  plans 
to  use  intranet 


SOURCE:  OMNITECH  CONSULTING  GROUP  INC. 


Timeline  for  those  who  plan  to 
use  intranets  for  multimedia 
applications 


Months  to  implementation 


V 


with  PCs  and  ISDN  lines  at  school  and 
home.  Bell  Atlantic  spent  a  “staggering 
amount  of  money”  to  study  how  com¬ 
puters  and  telecommunications  could  fit 
into  an  educational  curriculum,  says  Tim 
Ireland,  a  public  relations  representative 
from  Bell  Atlantic-New  Jersey  Inc.  “We 
discovered  that,  if  teachers  have  constant 
contact  with  students  and  parents  via 
computer  e-mail,  students’  test  scores  go 
up,”  Ireland  says.  “Students  are  more 
engaged  in  school,  and  parents  are  more 
involved.  In  addition,  if  kids  have  to 
communicate  using  computers,  they 
learn  to  write  very  well.  Writing  becomes 
the  preferred  method  of  communication 
for  kids,  instead  of  an  odious  task.” 

Now  in  1 0th  grade,  the  students  took 
their  computers  with  them  when  they 
moved  to  Emerson  High  School.  The 
project  will  conclude  when  they  gradu¬ 
ate  in  1 997,  but  its  effects  will  be  felt 
long  afterward.  Emerson  is  wiring  40 


“just  plain 
information  is 
about  as  useful  as  a 
Smithsonian  full  of 
phonebooks.” 

-Hans  Eisenbeis 
Suck  magazine 


classrooms  to  an  Ethernet  backbone  so 
students  can  work  on  the  same  project  as 
they  go  from  class  to  class,  says  Emer¬ 
son’s  assistant  principal,  Bill  Dorsett. 

The  teachers  use  e-mail  to  communicate 
and  assign  projects  that  require  online 
research.  Students  without  computers 
use  the  school’s  or  share  with  their  peers. 

Many  of  the  students  in  the  project  are 
now  on  the  honors  track,  says  Dorsett.  ■ 


Smooth 

Moves 


CLIENT/SERVER  UPGRADES 


Congratulations — you've  fin¬ 
ished  rolling  out  your  new 
client/server  architecture.  Dis¬ 
tributed  databases,  legacy 
systems,  middleware,  server 
and  desktop  operating  sys¬ 
tems,  and  custom  front-end 
applications  are  all  neatly  in 
place.  Unfortunately,  those 
laurels  you're  resting  on  may 
turn  into  briars  when  it  comes 
time  for  an  upgrade. 

Updating  even  one  soft¬ 
ware  element  in  the  patch- 
work  client/server  environ¬ 
ment  raises  many  thorny 
issues.  Cost  and  training  are 
certainly  concerns,  but  even 
scratchier  is  compatibility- 
making  sure  the  new  network 
operating  system  version  sup¬ 
ports  the  rickety  database 
running  on  the  back  end  and 
won't  conflict  with  the  forth¬ 
coming  release  of  video  server 
software  planned  for  next 
quarter.  A  change  at  the  server 
can  ripple  through  the  process 
and  cause  a  compatibility 
problem  farther  down  the 
chain.  And  testing  one  up¬ 
grade  after  another  can  sap 
valuable  time  from  the  IS  de¬ 
partment.  More  and  more 
companies  are  avoiding  this 
thicket  of  trouble  by  rolling 
out  multiple  software  up¬ 
grades  together  in  what  are 
called  "coordinated  releases." 

For  mutual-fund  provider 
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YES.  SmartMart"  is  what  I 
need.  Tell  me  more. 

□  Please  send  product  brochure. 

□  Please  send  me  a  FREE  white  paper, 

“The  Data  Mart:  a  New  Approach  to 
Datawarehousing. 

□  Please  have  a  sales  rep  call  ASAP. 

We  will  be  evaluating  Data  Marts  in: 

□  I  -3  months  O  3-6  months  □6-12  months 

http://www.ibi.com 

E-mail:  infb@ibi.com 
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MULTIPLE  VENDORS. . .  MULTIPLE  HEADACHES 

Today,  many  data  warehouse  projects  become  a  “Pandora’s  Box” 
because  they’re  built  with  tools  from  many  vendors.  Even  the 
best  tools  can  become  a  nightmare  if  they  haven’t  been  designed 
and  tested  to  work  with  one  another.  And  what  happens  when 
you  have  a  problem?  Your  data  warehouse  vendors  are  experts 
only  in  their  own  environments. . .  not  in  each  others.  The  solution? 
A  SmartMart™  data  mart  from  Information  Builders. 

THINK  SmartMart™. . .  THE  SMARTER  DATA  MART 

SmartMart  provides  all  the  tools,  technology  and  services 
you  need  to  build,  use,  and  manage  a  data  mart. . .  in  one  proven 
and  affordable  package.  You  get  tools  for  data  extraction 
and  movement,  transformation,  multidimensional  data  storage, 


reporting  and  analysis,  Web  access,  and  data  mart  administration. 
You’ll  also  get  the  consulting  services  you’ll  need  to  guarantee 
a  fast,  trouble-free  implementation.  And  because  SmartMart 
is  a  complete,  single-vendor  solution,  all  components  are 
integrated  and  fully  tested  to  work  together  so  you  avoid  the 
cost  and  delays  associated  with  piecing  together  technologies 
from  multiple  vendors.  It’s  the  closest  thing  to  a  data  mart  in  a 
box.  Best  of  all,  SmartMart’s  open  architecture  ensures  full 
integration  with  your  enterprise  information  systems. . .  now 
and  in  the  future. 

CALL  THE  BUILDERS 

For  complete  information  on  our  SmartMart  data  mart 
program,  including  a  free  white  paper  “The  Data  Mart:  A  New 
Approach  to  Data  Warehousing",  call  I  -800-969-INFO. 


http://www.ibi.com 


800-969-INFO 

In  Canada  Call  416-364-2760 


Information 

Builders 

SmartMart  is  a  trademark  of  Information  Builders,  Inc.,  NY,  NY  212-736-4433  E-mail:  info@ibi.com 


DATA  MARTS  COME  DELIVERED 
IN  A  CHOICE  OF  BOXES. . . 

OURS  OR  PANDORA'S.  4- 


Trendlines 


The  Vanguard  Group  Inc.,  based 
in  Valley  Forge,  Pa.,  the  coordi¬ 
nated  release  system  has  simpli¬ 
fied  maintenance  of  a  complex 
client/server  environment.  Cus¬ 
tomer  service  reps  require  ac¬ 
cess  to  a  variety  of  databases 
that  contain  fund  information, 
up-to-date  performance  data, 
correspondence  records  and 
images  of  clienttransaction  pa¬ 
perwork.  The  client/server  ap¬ 
plications  are  plugged  into 
mainframe  applications,  which 
are  also  connected.  Upgrades 
used  to  be  a  nightmare.  But  in 
the  past  few  months,  the  corn- 


nation,"  says  Joanne  Voelcker, 
vice  president  of  technology. 
"This  approach  has  been  a  ma¬ 
jor  improvement  to  network 
service  and  to  ensuring  high 
availability  of  our  mission-criti¬ 
cal  network." 

That  puts  Vanguard  with 
the  pack.  "The  majority  of  our 
clients  are  moving  into  plan¬ 
ning  for  these  things  strategi¬ 
cally,"  says  F.  William  Hoff¬ 
man,  managing  partnerof 
the  Global  Systems  Solu¬ 
tions  Centre  at  Price  Water- 
house  LLC  in  Bethesda,  Md. 
Hoffman  recommends  a  release 


Who’s  Buying? 


pany  has  been  in  the  process  of 
migrating  from  OS/2  to  NT  3.51 
and  upgrading  Windows  3.1  to 
Windows  95  on  the  desktop, 
while  also  upgrading  to  Lotus 
Notes  4.1 .  "We've  moved  in  the 
direction  of  packaging  updates, 
doing  major  releases  less  often 
with  more  planning  and  coordi- 


cycle  for  corporate  computing 
environments  that  is  "closer  to  a 
yearthan  a  month." 

Hoffman  also  notes  that 
these  long-term  plans  will  put 
additional  pressure  on  software 
vendors  to  clearly  state  future 
product  directions. 

-Derek  Slater 


IT  in  Action 

l - 

— 

Use  of  advanced 

information  technologies 

in  Fortune  1000  companies  1 

Technology 

Projects 

Success  Rate 

Overall 

Affected 

of  Projects 

Effective  Usage 

Structured  methods 

82% 

87% 

71.3% 

RDBMS 

64 

92 

58.9 

PC  /  workstation-based  development  53 

91 

48.2 

Client/Server 

40 

88 

35.2 

Data  warehouse 

20 

84 

16.8 

00/00PS* 

12 

74 

8.9 

Internet 

6 

87 

5.2 

*  Object-oriented/object-oriented  programming  system 

I  SOURCE:  RESPONSES  FROM  76  COMPANIES  SURVEYED  IN  SYSTEMS  DEVELOPMENT  INC.'S  "SURVEY  OF  ADVANCED  TECHNOLOGY— 1 996"  | 

BATTLE  OF  THE  SEXES 


News  flash  from  the  Na¬ 
tional  Foundation  for  Women  Business  Owners: 


Women  and  men  shop  differently. 

The  foundation  found  that,  though  female 
business  owners  are  just  as  likely  as  their  male 
counterparts  to  invest  in  IT  for  their  companies, 
they  approach  the  purchase  differently.  According 
to  a  NFWBO  survey  of  1,097  company  owners, 
female  owners  place  much  more  emphasis  on  ser¬ 
vice,  price  and  vendor  reputation  and  experience 
than  do  men.  For  example,  almost  80  percent  of 
female  business  owners  sur¬ 
veyed  said  they  value  a  tech- 
supported  24-hour  helpline, 
as  opposed  to  only  63  percent 
of  their  male  peers. 

While  such  differences  may 
seem  minor,  or  perhaps  obvi¬ 
ous,  more  and  more  vendors 
(such  as  IBM  Corp.)  are  tailor¬ 
ing  marketing  schemes  to  the 
gender  of  the  business  owners. 

“Many  of  the  older,  more 
traditional  marketing  tech¬ 
niques  are  geared  to  reach  an 
audience  that  was  once  pre¬ 
dominantly  male,”  says 
Cherie  Piebes,  IBM  national 
executive  for  women-  and  mi¬ 
nority-owned  businesses.  “To¬ 
day,  almost  40  percent  of  U.S. 
firms  are  owned  by  women, 
and  many  of  the  long-standing 
marketing  techniques  won’t 
work  with  this  group.”  ■ 
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Works  for  you,  not  against  you. 

Smart  Videoconferencing  is  effective 
because  many  of  the  system’s 
capabilities  are  automatic.  For 
example ,  during  presentations ,  auto- 
tracking  cameras  will  follow  you 
throughout  the  room,  and  stay  in 
focus,  without  pressing  a  button. 

Text  written  on  the  interactive 
whiteboard  is  instantly  sent  to 
remote  sites.  And  overheads  and 
other  documents  are  immediately 
transferred  to  all  meeting  participants 
just  by  placing  the  image  on  the 
document  stand.  It’s  that  smart. 

Add  flexibility,  not  expenses. 

Best  of  all,  Smart  Videoconferencing 
works  like  any  other  PC  on  your 
existing  network.  Employees  at 
multiple  sites  can  open  documents 
and  make  changes  during  a 
videoconference.  This  enhanced 
collaboration  helps  users  work 
together  and  improve  productivity 
by  reducing  travel  costs  and  staying 
within  budget.  To  learn  more  about 
Smart  Videoconferencing  contact  a 
VTEL  representative  today. 
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ments  and  access  the  Internet,  quickly  and  easily.  Smart  Videoconferencing  “  makes 
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Today,  you  face  an  endless  swarm  of 
desktops,  sites  and  applications,  each 
draining  your  precious  IT  resources. 
Planning.  Deploying.  Integrating. 
Training.  Supporting.  Migrating. 

Enough! 

Amdahl  delivers  integrated  technology 
solutions  across  and  between  all  major 
enterprise  platforms  —  including  all  the 
professional  consulting,  integration  and 
support  services  you  need. 

For  S/390,  it’s  our  Millennium  "  family 
of  CMOS-based  servers  and  Spectris" 
storage  systems.  For  Windows  NT®,  it’s 
our  EnVista™  servers  and  LVS  4500" 
storage  systems.  For  UNIX®,  we  offer 
Ultra  Enterprise "  servers  and  our  proven 
UTS®  operating  system  for  mainframes. 
All  united  with  cross-platform  connectiv¬ 
ity  and  our  A+  Software  "  Application 
Management  suite.  Amdahl  does  it  all, 
data  center  to  desktop,  start  to  finish. 

Call  Amdahl  for  a  SWAT  team  over 
10,000  strong,  passionately  commit¬ 
ted  to  your  success. 

Contact  us  at  (800)  223-2215  or 
www.amdahl.com. 
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MANAGING  YOUR  CAREER,  STAFF  AND  PROFESSIONAL  RELATIONSHIPS 


Delicate  Negotiations 

Hammering  out  agreements  with  your  staff, 
peers  and  bosses  doesn’t  have  to  be  a  fight 
if  you  know  how  to  bargain  well 

BY  MARGARET  A.  NEALE 


HETHER  YOU’RE  A 
project  manager  sand¬ 
wiched  between  a  func¬ 
tional  area  boss  and 
the  staff  members  you 
“oversee”  or  a  CIO  lobbying  business 
unit  managers,  you’re  likely  to  find 
yourself  trying  to  sway  people  over 
whom  you  have  no  formal  authority. 
Negotiation  may  be  the  best  tool  man¬ 
agers  have  to  get  people  to  do  what 
needs  to  be  done — short  of  outright 
bribery,  of  course. 

Most  people  tend  to  think  of  nego¬ 
tiation  as  a  contest  between  adversa¬ 
ries,  a  situation  in  which  one  side  must 
win  completely  and  the  other  must  lose 
everything.  Fight  hard,  concede  noth¬ 
ing — or  as  little  as  possible.  While  that 
might  be  true  of  negotiation  that  oc¬ 
curs  while  haggling  over  the  price  of  a 
car  or  between  corporations  and  un¬ 
ions  (each  with  high-priced,  tenacious 
lawyers  on  retainer),  in  the  typical 
workplace  negotiation  is  more  about 
give-and-take  than  winner-take-all. 

Negotiation  can  satisfy  both  par¬ 
ties,  leaving  everyone  involved  better 
off.  If  it’s  handled  well,  it  can  be  a  pro¬ 
cess  in  which  the  parties  decide  to¬ 
gether  what  each  will  give  and  take  in 
a  long-term  relationship,  whether  that 
relationship  is  between  peers  or  boss¬ 
es  and  subordinates. 

Of  course,  that  exchange  can  be 
particularly  tricky  to  manage  when 
multiple  parties  are  involved  or  lines 
of  authority  are  unclear.  At  one  orga¬ 
nization  I  was  involved  with,  for 


example,  a  project  team  leader  had  to 
manage  two  subordinates  over  whom 
he  had  no  direct  authority  and  whose 
differing  work  styles  caused  constant 
friction  between  them.  He  could  not 
say  “you  will  work  together”  although 
collaboration  between  “Joe”  and 
“Bob”  was  necessary  for  the  success 
of  the  project.  His  strategy  was  to  form 
a  three-way  negotiation. 

As  a  result,  the  manager  learned  that 
Bob  felt  he  had  a  lot  of  responsibility 
but  had  no  way  to  check  progress 
reports  on  Joe’s  performance,  so  he  had 
begun  stopping  by  Joe’s  cube  several 
times  a  day.  But  Joe  viewed  Bob’s 
actions  as  snooping  and  felt  Bob  was 


setting  him  up  to  take  the  fall  should  the 
project  go  awry.  So  the  project  manag¬ 
er  simply  set  up  a  structure  where 
enough  information  flowed  from  Joe  to 
Bob  to  make  Bob  comfortable. 

However,  given  the  tension  between 
Joe  and  Bob,  the  project  manager 
served  as  an  intermediary,  limiting 
(early  on)  the  amount  of  interaction 
between  Joe  and  Bob.  In  this  case  the 
manager  needed  good  negotiation 
skills  to  figure  out  the  cause  of  the 
problem  and  how  to  ease  interaction 
between  the  two.  As  a  result,  Joe  was 
able  to  get  more  autonomy  and  re¬ 
sources.  His  team  had  been  getting 
squirrelly  from  working  weekends, 
but  Joe  hadn’t  wanted  to  approach 
Bob  or  the  project  manager  because  he 
felt  he  was  under  the  gun.  With  these 
changes,  Joe  was  able  to  structure  the 
work  for  the  people  on  his  team  so  that 
they  could  get  the  project  in  on  time 
and  within  budget. 

One  of  the  first  steps  toward  better 
negotiations  (and  the  one  most  people 
are  least  inclined  to  take)  is  to  set  aside 
the  fear  of  conflict.  People  tend  to 
interpret  conflicts  as  personal  attacks, 
which  prevents  them  from  engaging 
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in  constructive  debate  that  airs  divergent 
opinion  about  how  to  get  the  job  done. 
Instead,  they  try  to  act  like  members  of 
one  big  happy  team  in  complete  agree¬ 
ment.  And  that  turns  out  to  be  deadly  for 
organizations  because  you  can  be  so 
blithely  cooperative  that  you  wind  up 
leaping  over  a  cliff  together. 

Another  crucial  step  toward  negoti¬ 
ating  successfully  is  to  understand  what 
you  want — and  not  in  an  “I  want  it  all” 
kind  of  way,  but  in  a  way  that  prioritizes 
what  is  most  important  to  you  and  what 
is  OK  to  sacrifice.  Spend  some  time  try¬ 
ing  to  understand  your  “opponents”  and 
their  interests  and  priorities.  Managers 
often  mistakenly  think,  “What  I  want  is 
what  they  want.”  And  that’s  just  not 
always  true.  A  better  approach  might  be, 
“Why  should  they  want  to  do  what  I 
want  them  to  do?  What’s  in  it  for  them?” 

Once  you  have  considered  both  sides, 
you  look  for  overlap.  So  in  the  case  of 
Bob  and  Joe,  for  instance,  Bob  was 
much  more  concerned  with  meeting 
deadlines  than  with  checking  in  daily 
with  Joe,  while  Joe  was  more  concerned 
with  feeling  trusted  and  being  able  to 
direct  his  team  than  he  was  with  keep¬ 
ing  information  to  himself.  Their  com¬ 
promise  allowed  each  to  get  what  he 
really  wanted  while  giving  up  something 
that  annoyed  the  heck  out  of  the  other. 

Negotiating  with  Your  Staff 

What  happens  during  negotiations,  espe¬ 
cially  when  there’s  a  power  differential, 
is  that  subordinates  try  a  tactic  best 
described  as  “let  me  try  to  figure  out 
what  the  manager  wants  and  then  sug¬ 
gest  that  option.”  That  creates  the  worst 
of  all  worlds.  First,  as  a  manager  you’re 
wasting  time — you  already  have  your 
own  ideas.  And  second,  you’re  forcing 
your  subordinates  to  spend  most  of  their 
time  thinking  not  about  what’s  best  but 
rather  about  what’s  politically  advanta¬ 
geous  for  them. 

In  the  end,  you  lose.  Making  all  the 
decisions  as  a  supervisor  is  hne — as  long 
as  you  have  all  the  answers.  But  people 
will  become  very  hesitant  to  speak  up  if 
they  get  punished  for  not  having  the 
“right”  answer — that  is,  the  one  the 
supervisor  wants  to  hear.  And  they  won’t 
confront  you  when  they  have  a  difference 
of  opinion.  That’s  dangerous  because 
your  knowledge  base  as  a  superior  can 


become  dated  quite  quickly. 

One  strategy  you  can  use  is  to  with¬ 
hold  your  perspective.  Ask  what  your 
subordinates  think  before  you  blurt  out 
your  own  opinion.  They  will  have  to 
come  up  with  their  own,  hopefully  hon¬ 
est,  take  on  the  problem.  Fostering  this 
kind  of  honesty  is  not  easy,  and  it  has 
more  to  do  with  your  ongoing  efforts  to 
manage  than  specific  negotiation  tactics. 
Simply  put,  if  your  negotiations  with 
employees  typically  don’t  go  well,  then 
you  don’t  know  your  employees  well 
enough.  Do  you  know  what  they  value? 
What  motivates  them?  How  they 
respond  to  the  demands  that  you  make 
of  them?  What  their  professional  and 
personal  goals  are?  If  you  don’t  prove 
you  care  about  the  answers  to  these 
questions,  you  aren’t  going  to  be  so 
effective  as  a  negotiator. 

Negotiating  with  Your  Boss 

When  you  negotiate  with  your  superiors, 
you  need  to  avoid  the  falling  prey  to  the 
“emperor’s  new  clothes”  syndrome — giv¬ 
ing  the  very  response  you’re  trying  to 
avoid  getting  from  your  own  staff. 

On  the  other  hand,  voicing  disagree¬ 
ment  to  your  CEO  or  CFO  can  be  tricky. 
If  they  get  defensive,  just  as  you  yourself 
might,  they  will  tend  to  put  the  most  neg¬ 
ative  spin  on  your  actions.  For  instance, 
if  you  tell  your  supervisor,  “I  think  we’re 
headed  the  wrong  way  on  this”  he  may 
read  it  as,  “This  slacker  just  doesn’t  want 
to  do  the  work.” 

One  way  to  combat  such  mispercep¬ 
tion  is  to  preface  your  dismay  with  com¬ 
ments  that  refer  to  your  common  con¬ 
cerns.  For  example,  both  Bob  and  Joe 
were  careful  to  let  their  project  man¬ 
ager  know  that  they  both  wanted  the 
project  to  be  finished  on  time  and  well — 
their  dedication  to  the  team’s  goals  was 
not  the  issue,  the  specifics  of  team  func¬ 
tioning  was.  You  want  to  state  your  argu¬ 
ments  in  a  way  that  emphasizes  your 
concern  for  the  welfare  of  the  project 
and  de-emphasizes  your  dissent.  So  lead 
with  “I’m  worried  about  the  effect  of  X 
on  the  team’s  morale,”  rather  than  dis¬ 
sent  outside  that  context.  You  want  to 
come  off  as  a  patriot. 

It’s  not  necessary  that  everyone  always 
agree  with  you.  But  your  superiors  should 
at  least  listen.  You  may  have  thought  of 
something  that  the  other  person  didn’t — 


Majority 
Doesn't  Rule 

An  option  might  get  the 
most  votes  and  still  not 
be  the  best  choice 

IKE  WORKING  in  a  kitchen 
with  too  many  cooks,  trying 
to  negotiate  with  a  lot  of  peo¬ 
ple  who  have  divergent  views  can 
lead  to  some  bad  soup  outcomes. 
The  more  views  mixed  in  to  spice 
up  the  negotiation,  the  harder  it 
is  to  agree  on  the  flavor  of  any¬ 
thing.  Even  determining  when 
an  agreement  has  been  reached 
can  be  difficult. 

Groups  usually  rely  on  majority 
rule  to  make  decisions  in  such  situ¬ 
ations.  But  that  can  be  a  serious 
mistake  for  two  reasons:  First, 
it  assigns  an  equal  vote  to  every 
person,  though  all  may  not  feel 
equally  passionate  about  the  out¬ 
come.  Second,  it  devalues  (or  just 
plain  ignores)  potentially  impor¬ 
tant  reasons  behind  a  minority 
vote.  Once  enough  people  vote  for 
one  side,  listening  to  the  reasoning 
of  those  who  voted  the  other  way 
seems  unnecessary.  But  without 
airing  that  information,  it’s  harder 
to  forge  an  agreement  that  inte¬ 
grates  differences  instead  of  dis¬ 
missing  them. 

The  better  way  to  go  is  to 
require  consensus.  To  reach  a 
unanimous  agreement,  each  party 
has  to  make  trade-offs.  While  it 
can  be  time-consuming,  the  out¬ 
come  should  be  a  lot  tastier. 

ADAPTED  FROM  NEGOTIATING  RATIONALLY  BY  MAX  H. 
BAZERMAN  AND  MARGARET  A.  NEALE  (THE  FREE  PRESS,  1 992) 

and  that  might  change  his  or  her  mind. 
And  you  need  to  remember  that  when  the 
situation  is  flip-flopped  and  you’re  the 
one  with  the  position  and  pull.  BE] 

Margaret  A.  Neale  is  a  professor  of  or¬ 
ganization  behavior  at  Stanford  Univer¬ 
sity  Graduate  School  of  Business  and 
the  director  of  the  Negotiation  and  In¬ 
fluence  Strategies  and  Advanced  Nego¬ 
tiation  Program  at  Stanford  University. 
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DesignecMor  Our  new  Stylistic 
1000  takes  mobile 
computing  one  step 
further,  once  again, 
Microsoft*  making  the  concept 
Windows*95  of  a  truly  mobile 
work  force  both  a 
technological  and  economic  reality. 

With  its  powerful  486  DX4 / 
100MHz  microprocessor  and 
high-capacity  disk  drive,  the 
Stylistic  1000  puts  desktop  pro¬ 
cessing  power  in  your  professionals7 
hands,  pushing  mobile  computing 
to  a  new  level  of  performance 


for  high-end  decision  support 
applications. 

And  because  it's  designed  for 
the  Windows®95  operating  system, 
it's  fully  compatible  with  your 
corporate  computing  environment, 
making  your  systems  integration 
process  a  lot  easier,  and  a  whole 
lot  faster.  Exactly  what  you  would 
expect  from  the  world's  second 
largest  computer  company  and 
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the  leader  in  mobile  computing 
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of  your  competition.  Just  call  us 
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By  Tom  Davenport 


MAKING  THE  MOST  OF  AN  INFORMATION-RICH  ENVIRONMENT 


The  Skills  That  Thrill 

Tracking  employee  competencies  can  help 
companies  recruit ,  match  people  to  jobs 
and  even  develop  their  staffs 


People  are  one  of  the 

business  world’s  most  impor¬ 
tant  resources,  so  you  would 
think  we  would  be  partial  to 
them.  But  when  it  comes  to 
computer-related  issues,  we  don’t  pay 
nearly  as  much  attention  to  people  as 
we  do  to  money  and  hardware.  While 
we  know  a  great  deal  about  our  com¬ 
panies’  financial  and  physical  assets, 
we  know  very  little  about  their  hu¬ 
man  assets.  Of  course,  payroll  has  al¬ 
ways  been  with  us — in  fact,  in  1952 
General  Electric’s  appliance  business 
payroll  became  the  first  business  ap¬ 
plication  of  IT — and  for  years  com¬ 
panies  have  kept  automated  records 
on  benefits  and  insurance.  But  keep¬ 
ing  track  of  how  much  people  are  paid 
and  perked  is  hardly  the  most  noble 
of  potential  HR  applications. 

Increasingly,  though,  companies 
are  moving  toward  a  greater  appreci¬ 
ation  for  human  resource  informa¬ 
tion.  They  are  getting  serious  about 
applications  that  will  help  them  assess 
skills,  match  people  to  jobs,  and  mon¬ 
itor  employees’  growth. 

Computers  have  always  been  good 
at  matching  demand  and  supply,  so 
using  IT  to  find  people  with  the  right 
skills  for  a  particular  job  seems  like  a 
no-brainer.  But  it’s  a  lot  harder  than 
it  looks.  I  first  realized  just  how  diffi¬ 
cult  it  is  in  1 990  when  I  joined  a  con¬ 
sulting  firm  that  used  a  skills  database 
to  staff  projects  based  on  the  exper¬ 
tise  of  consultants.  At  that  time  I  con¬ 
sidered  my  own  skills  to  be  in  reengi¬ 
neering,  IT-enabled  organizational 
change  and  IT  strategy. 
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While  I  was  completing  the  skills 
questionnaire  for  entry  into  the  data¬ 
base,  I  realized  that  none  of  my  skills 
were  mentioned!  Clearly  what  I  could 
do  was  not  valued  by  the  firm.  So  I 
checked  off  a  few  skills  at  which  I  was 
at  best  mediocre  (a  skill  level  with  no 
checkbox),  including  focus  pro¬ 
gramming,  benchmarking  and  VM 
capacity  planning.  Of  course,  reen¬ 
gineering  eventually  made  the 
questionnaire,  but  not  until 
1994  when  I  was  on  my 
way  out  of  the  organiza¬ 
tion.  By  then  I  was  focus¬ 
ing  on  knowledge  man¬ 
agement,  and  you  can 
bet  that  no  skill  by 
that  name  graced  the 
list.  As  you  probably 
guessed,  projects  in 
this  firm  were  staffed 
based  on  personal  net¬ 
works  more  than  the 
skills  database. 

Later  I  realized  I’d  en¬ 
countered  a  common  prob¬ 
lem  with  skill  systems:  The 
categories  are  difficult  to 
establish  and  they  change  fre¬ 
quently.  Since  skill  categories 
are  the  primary  vehicle  for 
matching  labor  supply  and  de¬ 
mand,  that  is  a  big  issue.  There 
is  a  cure  for  it,  but  it’s  not  tasty 
medicine.  Skill  category  structures 
need  to  be  complex  and  flexible. 
Both  HR  and  line  managers  must 
constantly  monitor  the  categories 
used  for  both  applicants  and  jobs. 
And,  those  who  seek  jobs  have 


to  change  their  profiles  regularly. 

With  those  sobering  verities  in 
mind,  let’s  review  the  current  offer¬ 
ings  of  vendors  of  skill  systems  and 
one  ambitious  internal  proprietary 
system  from  Microsoft  Corp.  At  the 
lowest  level  of  functionality,  general 
HR  packages  from  PeopleSoft  Inc. 
have  a  limited  ability  to  store  infor¬ 
mation  on  both  employees’  skills  and 
skills  required  for  particular  positions. 
Because  these  broad  packages  typi¬ 
cally  are  used  for  payroll  as  well, 
companies  can  link  compensation  to 
competencies.  But  the  skill  categories 
are  simple  and  generic,  and  few  com¬ 
panies  take  advantage  of  them. 

At  the  next  level  of  func- 
tionality  are  resume-ori¬ 
ented  packages,  which 
often  interface  with  broad¬ 
er  systems  like  PeopleSoft. 
These  systems,  from  compa¬ 
nies  such  as  Restrac 
Inc.  and  Resumix 
Inc.,  scan  in  res¬ 
umes,  extract  key 
concepts  from 
resume  text  and 
compare  them 
with  traits  de¬ 
sired  for  partic¬ 
ular  jobs.  They 
can  be  used  for 
either  internal  or 
external  job  candi¬ 
dates,  though  most 
companies  focus 
more  on  the  external 
labor  market. 

Resume-oriented 
systems  aim  primar¬ 
ily  at  reducing  the 
cost  and  time  of  the 
staffing  process, 
rather  than  at 
helping  companies 
understand  and  im¬ 
prove  the  compe¬ 
tencies 
of  em¬ 
ployees. 

http://www.cio.com 
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Route 


The  Road  to  the  Year  2000  Will  Be  a 
Hazardous  Journey  Without  Route2 


You  know  the  problem  facing  your  organization  and  you  want  to 
start  smart;  it’s  not  like  you’ve  done  Year  2000  before.  LBMS  intro¬ 
duces  Route2  Year  2000,  the  industry’s  first  complete  process  and 
project  management  tool  providing  proven  best  practices  for  solving 
the  Year  2000  problem. 

Route2  Year  2000  contains  the  CHC  Signature  2000  process  for 
planning,  managing  and  executing  your  Year  2000  conversion  pro¬ 
jects.  Developed  by  Computer  Horizons  Corp.,  the  process 
provides  an  end-to-end  solution,  so  you’ll  know  where  to  start  and 
see  clearly  where  your  project  teams  are  headed.  You  will  have  a 
complete  understanding  of  the  full  extent  of  your  Year  2000  project 
risks,  costs  and  schedules.  Route2  provides  a  comprehensive 
methodology  for  the  Year  2000,  defining  activities,  deliverables, 
roles,  responsibilities,  dependencies,  resources,  tools,  techniques  and 
estimating  metrics. 

Contact  LBMS  at 

1 .800.345.LBMS(5267) 

©  19%  by  LBMS,  Inc,  Route2  is  a  trademark  of  I.BMS,  Inc.  CHC  Signature  2000  is  a 
trademark  of  Computer  Horizons  Corp.  All  other  trademarks  acknowledged. 


Route2  allows  project  managers  to  effectively  manage  everyone's 
work,  from  internal  developers  to  consultants. 

Key  features  include: 

•  Best  practices  developed  by  CHC  consultants  and  proven  on 
successful  Year  2000  projects  over  the  last  2  years. 

•  Complete  lifecycle  process  template  covering  discovery,  analy¬ 
sis,  implementation,  construction  and  testing. 

•  Business  case  determining  risks,  costs  and  resources. 

•  Complete  automated  process  management  solution,  providing 
rapid  process  customization  and  project  planning,  intelligent 
resource  assignment,  smart  object-based  estimating,  integrated 
project  scheduling,  progress,  time  and  metrics  tracking,  and 
comprehensive  multimedia  work  guidance. 

HLBMS 


http://www.lbms.com 


Think  Tank 


The  skill  categories,  while  better  than  those 
used  in  general  HR  systems,  are  still  limited 
and  generic.  For  understanding  applicants’ 
abilities,  the  concept  analysis  and  search 
capabilities  of  these  systems  are  only  a  start¬ 
ing  point.  Some  of  the  systems  now  allow 
line  managers  to  search  and  browse  through 
the  applicant  databases  directly  rather  than 
go  through  the  HR  function. 

Some  smaller  vendors  are  attacking  the 
competence  issue  directly  by  producing 
systems  that  are  oriented  to  specific  skill 
domains,  notably  IT.  For  example, 
Success  Factor  Systems  has  a  tool  that 
allows  companies  to  specify  factors  that 
contribute  to  IS’s  success,  such  as  knowl¬ 
edge,  skills,  potential  and  behaviors,  and 
to  then  match  jobs  and  people  based  on 
those  factors.  Within  the  IS  function,  a 
program  called  SkillView  from  SkillView 
Technologies  Inc.  lets  employees,  super¬ 
visors,  peers  or  clients  evaluate  around 
300  IT-related  skills. 

The  problem  with  packages,  howev¬ 
er,  is  that  they  usually  don’t  allow  for  a 


company-specific  skill  set.  If  a  company 
is  truly  serious  about  skills  and  staffing, 
it  should  either  develop  its  own  skill  cat¬ 
egories  and  put  them  into  a  database  or 
buy  a  very  flexible  package. 

MICROSOFT  is  a  company  that 
has  always  been  serious  about 
those  human  resources  issues. 
It  goes  to  extraordinary  lengths  to  hire 
people  with  strong  intellects  and  capabil¬ 
ities.  Microsoft’s  internal  IT  group  faces 
the  same  pressures  to  produce  software 
and  to  adapt  to  rapid  industry  change 
as  its  product  developers.  If  Microsoft’s 
product  set  includes  object  linking  and 
embedding  technology,  for  example, 
then  the  IS  group  must  master  that  skill 
and  incorporate  it  into  internal  systems. 

For  that  reason,  the  IS  group  has 
focused  on  identifying  and  maintaining 
knowledge  competencies.  Susan  Conway, 
a  program  manager  in  Microsoft’s  IS 
learning  and  communication  resources 
group,  is  leading  a  project  to  take  on  that 


issue  by  creating  an  online  competency 
profile  for  jobs  and  employees  within 
Microsoft  IS.  A  successful  1995  pilot  proj¬ 
ect  in  an  application  development  group 
led  to  full  implementation  of  the  system 
throughout  Microsoft  IS.  The  project, 
called  “Skills  Planning  und  Development” 
(or  SPUD),  focuses  not  just  on  entry- 
level  competencies,  but  also  on  those 
needed  to  stay  on  the  leading  edge  of  the 
workplace. 

The  project  objective  is  to  match  em¬ 
ployees  with  appropriate  jobs  and  work- 
team  priorities.  Once  Microsoft’s  IS  em¬ 
ployees  have  a  better  understanding  of 
what  competencies  are  required  of  them, 
it  follows  that  they  will  be  better  con¬ 
sumers  of  educational  offerings  inside 
and  outside  Microsoft.  Eventually,  the 
project  may  be  extended  throughout 
Microsoft  and  into  other  companies. 

The  five  major  components  of  the 
project  are  the  following: 

■  developing  a  structure  of  competency 
types  and  levels; 


Choose  A  Partner  Who  Knows  The  Way.  The  competitive  edge 
delivered  by  today's  advanced  distributed  technology  is  critical.  But  the 
costs  can  be  outrageous  -  as  much  as  ten  times  purchase  price  to  maintain 
and  service  the  average  desktop.  That's  why  IT  executives  are  being 


squeezed  so  hard  to  get  control  over  spending  and  achieve  business-driven 
solutions  instead  of  just  high-tech  fashion  shows.  SI  As  a  multi-billion 
dollar  worldwide  provider  of  technology  management  services,  Inacom 
uses  a  tough,  business-driven  approach  to  managing  distributed  technology 


■  defining  the  skills  required  for  partic¬ 
ular  jobs; 

■  rating  the  performance  of  individual 
employees  in  particular  jobs  according 
to  skills; 

■  implementing  the  skills  in  an  online 
system; 

■  linking  the  competency  model  to  edu¬ 
cational  opportunities. 

Entry-level  competencies  are  called 
“foundation  knowledge”  in  the  SPUD 
project  model.  Above  the  foundation 
level  are  local  or  unique  competencies, 
which  are  advanced  skills  that  apply  to 
a  particular  job  type.  A  network  analyst, 
for  example,  might  need  a  fault  diagno¬ 
sis  competency  for  LANs.  The  next  level 
of  competencies  are  global,  and  all  em¬ 
ployees  within  a  particular  function  or 
organization  would  have  them.  Every 
worker  in  the  controller  organization,  for 
example,  would  be  competent  in  financial 
analysis;  every  IS  employee  would  be 
competent  in  technology  architectures. 
The  highest  level  in  the  competency  struc¬ 


ture  is  universal  competencies  for  all  com¬ 
pany  employees,  such  as  knowledge  of 
the  company’s  field,  its  products  and  the 
industry  drivers. 

Within  each  of  those  four  competency 
types  are  two  separate  skill  categories: 
explicit,  which  involves  expertise  in  spe¬ 
cific  tools  or  methods,  like  Excel  or  SQL 
6.0,  and  changes  frequently  with  the 
marketplace;  and  implicit,  such  as  re¬ 
quirements  definition,  which  involves 
abstract  thinking  and  reasoning  skills. 
Each  skill  level  for  each  competency  is 
described  in  the  database  in  several  bul¬ 
let  points,  making  them  easy  to  measure. 

A  manager  can  rate  each  job  in  Micro¬ 
soft  IT  according  to  the  20  to  60  compe¬ 
tencies  required  to  do  it  successfully. 
Managers  also  may  evaluate  workers  in 
terms  of  the  competencies  they  exhibit. 

The  employee  rating  process  is  build¬ 
ing  an  online  competency  inventory  that 
will  be  accessible  across  Microsoft.  A 
manager  assembling  a  team  for  a  new 
project  could  ask  the  online  system  for 


the  top  five  candidates  with  high  skill  lev¬ 
els  in  80  percent  of  the  required  compe¬ 
tencies  who  are  based  in  Redmond, 
Wash.  The  system  now  resides  on  a  rela¬ 
tional  database,  but  is  being  moved  onto 
an  SQL  Server  with  a  Web  front  end  for 
easy  intranet  access. 

No  generic  package  could  be  as  tai¬ 
lored  to  Microsoft’s  skill  environment. 
The  SPUD  system  is  complex  and  places 
substantial  demands  on  its  HR  and  line 
IS  managers.  But  remember,  this  is  a  nec¬ 
essary  condition  for  skill  systems  success. 
You  get  out  of  these  efforts  what  you  put 
into  them,  and  nobody  (except  vendors) 
said  it  would  be  easy.  We’ve  worked  on 
financial  systems  for  40  years,  so  we 
have  plenty  of  catching  up  to  do  on  the 
people  side.  BE] 

Thomas  H.  Davenport  is  a  professor  and 
director  of  the  Information  Management 
Program  at  the  University  of  Texas  at 
Austin.  He  welcomes  reader  comments 
at  Tdav@notes.bus.utexas.edu. 


and  puts  you  in  control  of  your  enterprise.  Nobody  else  does  this  as  well,  or 
as  efficiently  -  one  cohesive  structure  from  design  and  procurement  to 
support  and  asset  management.  Inacom  was  the  first  to  earn  IS0-9001 
quality  certification.  And  we  are  the  first  to  bring  the  complete,  business- 


driven  mindset  to  distributed  technology,  If  you're  absolutely  positive 
your  computer  and  communications  systems  are  delivering  every  ounce  of 
productivity  you  paid  for,  we 
salute  you.  If  not,  we  should  talk. 

800-664-9122  http://www.inacom.com  NASDAQ:  INAC 
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I^-^n  Q  /-%  Monday  in  Palo  Alto,  Calif.,  and 

O  dtllle  Hewlett-Packard  Co.  is  primed 

to  roll  out  a  new  companywide  word  processing  application.  But 
first  there  are  some  last-minute  details.  Brandt  Faatz,  Fort  Collins, 
•  Colo.-based  head  of  HP’s  PC  common  operating  environment  team, 
calls  his  key  players  in  the  United  States,  Europe  and  Asia.  Together  they 
iron  out  the  final  bugs  of  the  rollout  and  post  a  synopsis  of  their  discussion 
on  the  World  Wide  Web,  alerting  thousands  of  HP  employees  to  the  pend¬ 
ing  upgrade.  By  5  p.m.,  the  new  software  is  loaded  onto  a  master  server  in 
Palo  Alto  and  from  there  is  transmitted  globally  to  400  file  servers,  which 
in  turn  distribute  the  software  to  more  than  100,000  HP  desktops  world¬ 
wide.  By  5  p.m.  Wednesday — just  48  hours  later — the  rollout  is  complete. 

That  scenario  is  representative  of  how  HP’s  corporate  IS  department 
typically  distributes  software  globally.  A  48-hour,  100,000-user  rollout  is 
routine  and  just  one  example  of  how  IS  maxi¬ 
mizes  its  use  of  HP’s  8-year-old  global 
intranet-— a  TCP/EP-based  information  system 
that  uses  Internet  technology  for  internal  data 
transmission  and  communication.  Since  the 
system’s  inception  in  1989 — long  before 
“Internet”  was  a  household  term  and 
“intranet”  was  even  conceived — HP’s  IS  depart¬ 
ment  has  used  the  network  for  global  electronic 
communication,  software  distribution,  per¬ 
sonnel  training  and  document  management, 


Reader  R0I 


IN  THIS  CASE  STUDY, 
Hewlett-Packard,  a  leader 
in  leveraging  intranets, 
demonstrates  how  its  IS 
group  uses  an  intranet 
to  cut  costs  and  enhance: 

►  PC  software  distribution 
and  support 

►  staff  training 

►  worldwide  collaboration 

►  its  reputation  as  an 
innovator 


£ 
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Robert  Walker  is  at  the  helm  of  HP's  intranet 
which  pumps  roughly  7  terabytes  of  infor¬ 
mation  a  month  throughout  the  company. 


its  own  services  via  an  intranet,  the  rest  of  the  company  couldn't  help  but  notice 


WEB 


Introducing  the  MK  Group,  an  integrated  software 
and  management  consulting  organization  specifically 
designed  for  mid-sized  manufacturing  and  distribution 
environments.  Squarely  focused  on  quantifiable 
business  results  that  you  define,  the  MK  Group 
works  with  your  organization  to  implement 
appropriate  strategies.  Strategies  that  don’t 
fizzle  but  continuously  fuel  your  growth. 


Re-engineering  your  company  no  longer  has  to  be 
a  set  of  loosely  related  solutions.  As  an  independent 
business  unit  of  Computer  Associates  International, 
Inc.  a  $3.5  billion  software  leader,  the  MK  Group 
offers  enterprise  software  that  has  been  designed  for 
your  environment.  Plus,  the  MK  Group  provides 
unparalleled  management  consulting  services  that 
address  every  issue  critical  to  your  re-engineering 


Visit  our  Wellsite  at  http://www.mkgroup.com 
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effort.  The  result,  our  clients  tell  us,  is  a 
steady  supply  of  energy  that  grows  business. 

Call  us  now  at  800-407-8686 

to  learn  more  about  how  we  can  bring  precision 

to  your  growth  and  re-engineering  efforts. 


Manufacturing  Knowledge 


GROUP 


An  independent  business  unit  of 
Computer  Associates  International,  Inc. 


MK  Group  arid  MK  Group  logo  are  trademarks  of  Computer  Associates  International,  Inc. 


INTRANETS 


and  to  create  distributed  teams.  By  doing 
so,  IS  not  only  better  fulfills  its  tradi¬ 
tional  missions,  it  positions  itself  as  a 
proving  ground  for  corporatewide 
intranet  uses. 

More  than  two-thirds  of  Fortune  1000 
companies  have  developed  or  are  devel¬ 
oping  corporate  intranets — and  HP’s  is 
among  the  most  advanced,  according  to 
Forrester  Research  Inc.  of  Cambridge, 
Mass.  “HP  is  doing  what  other  people 
would  like  to  do,”  says  Paul  Callahan,  an 
analyst  with  Forrester.  HP  confirms  that 
a  successful  intranet  can  give  a  company 
competitive  advantage  by  streamlining  its 
business  processes  as  well  as  boost  the 
status  of  IS,  Callahan  says.  “For  the  first 
time,  really,”  he  says,  “companies  are 
going  to  be  able  to  point  to  IS  and  say, 
‘You  helped  put  us  on  the  map.’” 

“The  intranet  allows  us,  in  a  lot  of 
ways,  to  do  things  we’ve  always  wanted 
to  do,”  says  Robert  R.  Walker,  vice  pres¬ 
ident  and  CIO.  “It  allows  us  to  share  the 
knowledge  that’s  inside  people’s  heads 
and  suggest  to  other  departments  ways 
they  can  do  things  differently,  using  the 
technology  available.” 

Walker’s  constituency  has  taken  note 
and  is  beginning  to  see  IS  in  a  new  light. 
“In  the  past,  IS  was  sort  of  built  into  the 
walls,”  says  Greg  Mihran,  director  of 
HP’s  global  account  sales  programs  in 


Greg  Mihran  uses 
HP's  intranet  to 
track  product 
development  and 
sales  worldwide. 


Brandt  Faatz  leads 
intercontinental 
team  meetings  over 
HP's  intranet  from  his 
desktop  in  Colorado. 


Cupertino,  Calif.,  which  now  uses 
the  intranet  to  track  product 
development  and  sales  worldwide. 

“Now  they’re  viewed  as  helping 
us  solve  problems  and  giving  us 
tools  to  anticipate  future  prob¬ 
lems.  They’re  much  more  visible.” 

That  the  intranet  has  generated 
significant  savings  both  inspires 
recognition  and  creates  momen¬ 
tum  for  the  network.  For  starters, 
converting  to  relatively  inexpen¬ 
sive  TCP/IP  (the  Internet’s  proto¬ 
col)  from  an  old,  X.25-based 
network  saved  countless  annual 
operating  dollars — the  cost  of 
operating  the  TCP/IP  network  is 
one-fifth  that  of  the  old  network, 
Walker  says.  The  single  network 
has  allowed  IS  to  trim  its  150  worldwide 
data  centers  to  eight.  A  recent  audit  of 
FlP’s  1,200-seat  worldwide  customer  sup¬ 
port  organization  shows  that  configuring 
PCs  via  the  intranet — that  is,  software  dis¬ 
tribution,  installation  and  technical  sup¬ 
port — has  saved  $2,000  per  PC  each  year. 

In  the  Beginning 

“Global  is  us”  is  how  Walker  describes 
HP,  founded  domestically  in  1939  and 
later  established  as  a  major  high-tech 
manufacturer  in  Europe  and  Asia.  But  it 
wasn’t  until  1989,  after  FedEx  and  fax 
machines  sped  up  the  revolutions  of  the 
business  world,  that  HP  saw  the  need  to 
link  its  global  operations  and  improve 
its  time  to  market.  “We  wanted  to  be 
able  to  place  an  [external  customer’s] 
order  from  anywhere  in  the  world  and 
send  that  order  automatically  to  the  fac¬ 
tory  that  would  deliver  the  product,” 
Walker  says.  “To  do  so,  we  needed  a 
common  infrastructure.” 

It  wasn’t  the  first  time  HP  sought  to 
develop  such  a  network.  In  the  ’70s,  the 
company  experimented  with  paper  and 
magnetic-tape  transfers  for  order  pro¬ 
cessing  and  then  settled  into  an  internal 
network  based  on  an  X.25  protocol  that 
supported  a  first-generation  e-mail  appli¬ 
cation.  In  the  early  ’80s,  HP’s  research 
and  development  lab  took  a  cue  from  the 
military  and  academic  establishments 
and  began  experimenting  with  Internet 
technology.  By  1989,  IS  saw  the  poten¬ 
tial  benefits  of  creating  its  own  version  of 
the  Internet  to  serve  as  a  common,  glob¬ 


al  communications  platform.  The  group 
then  converted  its  existing  internal 
network  from  X.25  to  TCP/IP  and 
extended  it  to  each  of  its  IS  department 
PCs,  enabling  extensive  data  interchange 
and  availability  of  unstructured  infor¬ 
mation.  (In  1995,  adoption  of  Netscape 
Communications  Corp.’s  graphical  user 
interface  gave  this  text-based  informa¬ 
tion  a  graphical  makeover.)  When  the 
network  proved  successful,  IS  propagat¬ 
ed  it  throughout  HP  to  run  the  new  cus¬ 
tomer  order-processing  application  and 
companywide  e-mail  system.  “We  called 
it,  at  the  time,  the  HP  Internet,  which 
since  has  caused  no  end  of  confusion,” 
Walker  says.  “Then,  after  setting  it  up, 
we  said,  ‘We  have  this  connection;  what 
else  can  we  build  into  it?”’ 

If  it  sounds  like  HP’s  infrastructure  was 
a  few  beats  ahead  of  its  application  plans, 
it’s  because  it  was.  The  company’s  advice 
to  budding  intranet  builders  is  to  follow 
the  same  path.  “You’ve  got  to  be  willing 
to  invest  in  infrastructure  before  you 
know  in  any  level  of  detail  how  it’s  going 
to  be  used,”  says  Charles  G.  Sieloff,  man¬ 
ager  of  IS  services  and  technology.  “We 
didn’t  know  exactly  how  we  would  use 
our  network;  we  just  instinctively  knew 
this  was  a  capability  that  our  company 
would  need  and  that  our  people  would 
find  ways  to  use  it  to  make  their  [work| 
more  effective.” 

Inner  Workings 

Once  HP’s  first  networked  order-process¬ 
ing  application  was  up  and  running,  IS 
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looked  inward  and  found  it 
could  use  the  intranet  to  tack¬ 
le  its  own  problems,  including 
what  had  become  a  major 
challenge:  desktop  anarchy.  It 
seems  the  IS  staff’s  PC  users 
took  the  term  “PC”  literally. 
“They  considered  them  their 
personal  computers,”  Walker 
says.  “They  were  doing  their 
own  maintenance,  loading 
their  own  software.  Some  were 
hooked  into  the  network; 
some  weren’t.”  So  HP  formed 
the  Common  Operating 
Environment  (COE)  team  to 
establish  a  set  of  desktop  stan¬ 
dards — configurations,  infor¬ 
mation  and  applications — that 
could  be  rolled  out  via  the  intranet  and 
administered  from  HP’s  master  server.  The 
desktop  management  experiment  was  so 
successful  in  taming  PC  anarchy  within  IS 
that  HP  expanded  it  throughout  the  com¬ 
pany  to  more  than  100,000  desktops, 
including  PCs  and  Unix  workstations. 

In  addition  to  distributing  upgrades 
and  common  tools,  IS  uses  the  intranet 
for  technical  support,  whereby  engineers 
at  central  sites  worldwide  can  diagnose 
and  often  correct  desktop  problems 
remotely.  If  a  user  encounters  trouble 
with,  say,  a  word  processing  application, 


w 


Charles  Sieloff:  "We  didn't  know 
exactly  how  we  would  use  our 
network,  but  we  knew  our 
company  would  need  it." 


THE  TECHNICAL 


The  core  of  Hewlett-Packard  Co.'s  intranet— 
If  If  essentially  a  client/server,  data-oriented  net¬ 
work — is  a  21  -node,  global  WAN  composed  of  HP  server  hubs  that  are 
interconnected  worldwide  by  64Kbps  T1  and  T3  lines.  Each  server 
node  is  connected  to  at  least  two  other  nodes  for  backup  and  redun¬ 
dancy.  Those  nodes  serve  what  HP  calls  the  backbone  of  its  system: 
1 00Mbps  fiber-optic  data  distribution  interface  (FDDI)  networks  that 
originate  in  each  of  HP's  buildings  and  transmit  data  to  local  work¬ 
groups  of  1 0  to  1 00  desktop  PCs.  The  PCs  are  connected  to  the  FDDI 
network  by  either  shared  or  switched  1 0Mbps  Ethernet  cable.  Cisco 
routers  route  the  data  overthe  TCP/IP  network. 

I  V  C  D  ®y  the  year  2000,  HP  hopes  to  recast  its  in- 
Li  mm.  I  C  tranet  as  a  peer-to-peer,  multimedia  net¬ 
work  that  supports  video  and  3-D  graphics.  Banking  on  asynchronous 
transfer  mode  (ATM)  technology  coming  of  age,  HP  plans  to  intercon¬ 
nect  its  nodes  via  1 .5Mbps  to  1 55Mbps  ATM  or  sub-TI  frame  relay;  the 
backbone  connection  will  be  switched  1 0OBase-T  or  gigabit  Ethernet 
or  ATM  (1 55Mbps  to  2.4Gbps);  and  workgroups  will  be  connected  by 
100Base-T  or  155Mbps  ATM.  -T.  Field 


that  user  can  dial  up  an  online  HP  help 
desk  technician  who  can  access  the  user’s 
desktop  via  the  intranet  and  determine 
whether  the  glitch  is  in  the  hard  drive  or 
the  application.  If  the  problem  can  be 
solved  by  retransmitting  the  application 
or  an  aspect  of  the  hard  drive,  then  that, 
too,  can  be  accomplished  online.  A  tech¬ 
nician  won’t  be  dispatched  to  the  site 
until  all  intranet  options  have  been 
exhausted.  The  greatest  testament  to 
HP’s  success  with  network-based  desk¬ 
top  management  is  that  the  company  has 
spun  off  an  enterprise  desktop  manage¬ 
ment  service  to  sell  the  same  approach  to 
other  global  businesses. 

Early  on,  HP  recognized  the  intranet’s 
potential  for  document  management. 
When  policies  and  procedures  were 
paper-bound,  IS  had  to  push  those  doc¬ 
uments  onto  its  own  people,  which  often 
was  unsuccessful  because  either  there 
were  not  enough  printed  documents  to 
go  around  or  the  documents  were  out¬ 
dated.  With  the  intranet,  documents  are 
loaded  onto  a  network  repository, 
updated  as  required  and  pulled  down  as 
needed  by  employees.  HP’s  human 
resources  department  has  adopted  that 
same  intranet  publishing  practice  to 
transmit  and  store  employees’  personnel 
information. 

The  intranet  also  has  influenced  IS 
staff  training.  Before  the  intranet,  the 


standard  was  classroom  instruction, 
which  required  employees  from  dis¬ 
parate  locations  to  free  their  schedules 
for  significant  blocks  of  time  and  meet 
at  specific  locales — a  major  hassle  at 
best.  Now  the  IS  staff  is  brought  up  to 
speed  through  intranet-delivered  cours¬ 
es.  Not  only  is  that  system  more  conve¬ 
nient,  it  lets  management  track  the  train¬ 
ing  material’s  effectiveness — if  no  one  is 
downloading  a  particular  training  pro¬ 
gram,  then  it  likely  is  not  meeting  their 
needs.  That  practice,  too,  has  spread 
outside  IS.  Sieloff,  manager  of  the  IS 
group  that  administers  training,  esti¬ 
mates  that  1,000  HP  business  users  per 
month  take  advantage  of  online  learn¬ 
ing  opportunities. 

The  intranet  has  made  IS’s  life  easier 
by  unifying  the  department’s  6,000 
worldwide  employees.  Before  1989, 
HP’s  decentralized  IS  structure  incorpo¬ 
rated  company  headquarters  in  Palo 
Alto  and  many  independent  IS  depart¬ 
ments  worldwide,  each  of  them  respon¬ 
sible  for  its  own  on-site  IT  upkeep.  True 
global  teamwork  wasn’t  possible,  and  IS 
employees  who  wanted  to  advance  into 
upper  management  generally  had  to 
relocate  to  Palo  Alto.  Now,  by  commu¬ 
nicating  electronically  in  real-time,  geo¬ 
graphically  dispersed  employees  have 
more  equal  say  and  opportunity  within 
IS.  “One-third  of  my  organization  is 
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^  The  applications  and  services  available  to  HP  employees  via  the 
2  intranet  include  e-mail,  a  day  planner,  Lotus  Notes  and  backup 

III  administration,  as  seen  in  this  typical  environment  screen. 


VISTA 


located  elsewhere,  at  eight  or  nine  sites 
around  the  world,”  says  Palo  Alto-based 
Sieloff.  “The  network  has  allowed  us  to 
get  a  tremendous  amount  of  participa¬ 
tion  and  buy-in  from  people  who  don’t 
have  to — and  in  many  cases  don’t  want 
to — live  in  California.” 

The  intranet  also  supports  IS’s  dis¬ 
tributed  teamwork.  The  COE  team,  for 
example,  seldom  meets  physically  but 
does  work  together  electronically.  Once 
a  week,  the  team’s  members  meet  via 
teleconference  to  discuss  current  desk¬ 
top-standards  issues;  they  distribute  the 
minutes  via  e-mail  over  the  intranet  to  all 
COE  members  and  IS  managers.  Beyond 
meetings,  they  share  documents  via  the 
intranet,  using  Lotus  Development 
Corp.’s  Notes  and  Web  pages  to  collab¬ 
orate  regularly  on  problem-solving 
issues.  A  COE  Web  site  gives  members 
and  nonmembers  access  to  current  COE 
issues,  white  papers  and  implementation 
schedules. 

The  intranet  has  spawned  several 
unintended  but  useful  benefits  as  well. 
Among  them  are  a  petty  cash  reim¬ 
bursement  system  that  allows  employees 
to  report  and  be  reimbursed  for  expenses 
electronically  and  an  employee  review 
system  that  lets  managers  conduct  wage 
reviews  for  remote  employees.  Such 
applications,  tested  in  IS  before  being 


shared  throughout  HP,  have  fostered  a 
corporate  appreciation  for  the  intranet. 
“No  one  would  ever  roll  out  a  universal 
LAN  just  for  petty  cash  reimbursement,” 
Walker  says,  “but  once  you  have  that 
infrastructure  in  place,  there  are  dozens 
of  little  applications  you  can  develop.” 

Information  Overload 


No  global  application  comes  without  a 
world  of  headaches,  and  the  HP  intranet 
has  brought  its  share.  The  pure  scale  of 
constructing  a  global  network  is  one 
example.  Initially,  HP  rewired  each  of  its 
buildings  for  TCP/IP — an  enormous  cap¬ 
ital  undertaking.  Now  that  the  configu¬ 
ration  is  included  in  the  construction  cost 
of  new  buildings,  the  physical  challenge 
has  shifted  to  the  developing  areas  of  the 
world,  where  telecommunications  infras¬ 
tructures  are  less  sophisticated.  Some  HP 
branches  in  Eastern  Europe,  for  instance, 
remain  connected  via  X.25,  while  HP  has 
relied  on  joint  venture  partners  to  help 
set  up  the  network  in  parts  of  Asia. 
Security,  too,  is  an  issue.  HP  has  respond¬ 
ed  by  maintaining  firewalls  to  keep  exter¬ 
nal  trespassers  out  of  the  intranet. 

But  some  of  the  biggest  hurdles  are 
people  issues.  “Connection  brings  ten¬ 
sions,”  says  Sieloff.  The  intranet  made 


people  both  in  and  outside  IS  feel  pres¬ 
sure  to  shift  attention  away  from  their 
immediate  projects  to  share  their  work 
experiences  with  remote  co-workers. 
Compounding  the  problem  is  the  risk  of 
employees  being  overwhelmed  by  the 
sheer  amount  of  material  available  on  the 
intranet — over  1  million  documents  and 
counting. 

As  a  result,  IS  is  exploring  ways  to 
make  intranet  information  more  “digest¬ 
ible”  so  that  users  will  find  it  easier  to 
access  and  contribute  information.  One 
possibility,  Walker  says,  is  for  HP  to  cre¬ 
ate  a  new  IS  role  combining  the  skills  of  a 
journalist,  librarian  and  publicist  to  sift 
through  intranet  material,  polish  it  and 
put  it  into  the  proper  context  for  end 
users.  “In  the  era  of  the  Web,  everyone  has 
become  a  writer,”  says  Walker.  “But  now 
we  need  some  editors.”  Some  companies 
have  met  this  need  by  hiring  “corporate 
digital  librarians”  to  help  users  make 
maximum  use  of  their  online  resources 
(see  “Out  of  the  Stacks,”  Page  54). 

The  Future 


No  question,  the  IS  department’s  great¬ 
est  intranet  challenge  is  extending  the 
system.  Telecommuting  employees  and 
strategic  business  partners  want  the 
same  access  that  internal  users  enjoy.  But 
that’s  no  easy  task  in  parts  of  the  world 
where  the  telecommunications  infra¬ 
structure  can’t  support  the  necessary 
bandwidth.  (Wireless  technology  may 
be  HP’s  answer  here.)  The  company  also 
wants  to  upgrade  the  network  to  accom¬ 
modate  videoconferencing,  but  how 
much  bandwidth  would  be  necessary? 
“There  is  enough  multimedia  out  there 
to  chew  up  whatever  bandwidth  you 
give  it,”  says  Sieloff.  “But  do  you  get 
enough  business  value  from  delivering 
something  like  video  on  demand?” 

While  HP  mulls  over  those  technical 
concerns,  it  remains  fixed  on  its  ultimate 
objective:  to  make  the  network  an  integral 
part  of  the  entire  corporate  culture.  “We 
want  to  make  maximum  use  of  it  in  all  of 
our  business  operations,”  Walker  says. 
“Ideally,  we  want  it  to  be  so  common¬ 
place  that  it’s  viewed  like  a  public  utility — 
you  only  notice  it  when  it’s  down.” 


Staff  Writer  Tom  Field  can  be  reached  at 
tfield@cio.com. 
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tion  to  spot  opportunities  and  risks  faster 
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Reader  ROI 


YOU  DON'T  HAVE  TO  BE  IN  the  Fortune 
500  to  influence  a  vendor's  direction  and 
policies.  Participating  in  industry  groups 
and  beta  test  programs  as  well  as  culti¬ 
vating  personal  relationships  are  among 
the  many  techniques  a  CIO  can  use.  In 
this  article,  you'll  learn  how  to  get  ven¬ 
dors  to  meet  your  needs. 


PURCHASING  POWER 


Don't  hesitate  to  put  the  squeeze  on  your  suppliers. 
Influencing  vendors  to  satisfy  corporate  needs  is  simply 
good  business. 


BY  MIRYAM  WILLIAMSON 


hen  McDonald’s 


wanted  to  build  a  cus¬ 


tom,  point-of-sale  solu¬ 
tion,  it  meant  persuading 
certain  best-of-breed  vendors  that  they, 
too,  deserved  a  break  today.  A  break  in 
their  proprietary  POS  products,  that  is. 
Carl  Dill,  senior  vice  president  of  IS  at 
McDonald’s  Corp.  in  Oak  Brook,  Ill., 
convinced  three  key  vendors  to  unbun¬ 
dle  their  proprietary  systems  and  act  as 
systems  integrators,  essentially  changing 
their  business  models.  In  return,  Dill 
arranged  for  the  vendors  to  learn  about 
the  restaurant  business,  giving  them  a 
chance  to  enter  an  industry  in  which 


some  previously  had  not  had  a  presence. 
Since  there  were  no  big  software  devel¬ 
opment  houses  with  products  related  to 
restaurant  systems,  Dill  says,  “we  influ¬ 
enced  our  vendors  to  develop  the  next 
generation  of  systems  based  on  our  soft¬ 
ware,  offering  some  financial  support 
and  teaching  them  what  we  need  in  our 
restaurants.”  With  the  exception  of 
some  proprietary  features,  the  vendors 
will  be  able  to  sell  the  resulting  products 
to  McDonald’s  competitors  as  well. 
Similarly,  Pacific  Gas  and  Electric  Co.’s 
John  Danielsen  wanted  to  change  the 
licensing  practices  of  the  software  ven¬ 
dors  he  dealt  with,  so  he  marshaled  the 
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PURCHASING  POWER 


support  of  a  group  of  IS  executives.  Danielsen,  vice 
president  of  computer  and  telecommunications  ser¬ 
vices  at  PG&E  in  San  Francisco,  also  chairs  Open 
User  Recommended  Solutions,  a  Chicago-based 
nonprofit  organization  that  brings  together  users, 
vendors  and  service  providers  to  promote  new  ideas 
for  enterprise  management  of  IS.  He  spearheaded 
an  OURS  task  force  that  formulated  guidelines  for 
standard  software  licensing  in  areas  such  as  the 
right  to  use,  charges,  compliance  and  law.  Says 
Danielsen,  “It  used  to  take  a  substantial  group  of 
contract  administrators  and  attorneys  to  work  on 
the  wide  variety  of  contracts  that  our  vendors  want¬ 
ed  us  to  sign.  The  task  force  guidelines  have  made 
it  easier  to  arrive  at  a  contract.  They  have  substan¬ 
tially  reduced  my  costs  for  that  function.” 

Dill  and  Danielsen  are  two  IS  executives  among 
many  who  focus  a  portion  of  their  efforts  on  influ¬ 
encing  vendors  in  a  variety  of  ways  for  a  variety  of 
purposes.  Many  CIOs  help  guide  vendors’  direc¬ 
tions  and  priorities  or  suggest  alliances  among  ven¬ 


dors  to  reduce  systems  integration  costs.  Some  influ¬ 
ence  support  policies  and  the  timing  of  new  prod¬ 
uct  releases,  while  others  stimulate  the  creation  of 
new  products  and  services.  Anything  that  can  make 
a  vendor’s  activities  more  advantageous  to  the  com¬ 
pany  is  a  likely  target  for  a  CIO’s  persuasive  tactics. 

Gone  are  the  days  when  a  single  vendor’s  hege¬ 
mony  over  the  mainframe  market  was  so  great  that 
the  vendor’s  sales  representative  made  most  of  the 
customer’s  purchasing  decisions.  And  the  rising 
competitive  temperature  makes  vendors  all  the 
more  interested  in  hearing  what  customers  and 
potential  customers  have  to  say.  The  balance  of 
power  is  changing,  says  Dill.  “There  is  a  lot  more 
power  in  the  customer’s  hands  than  there  was  10 
years  ago.” 

Keith  Gnagey,  vice  president  at  American 
Management  Systems  in  Fairfax,  Va.,  agrees.  “CIOs 
today  have  a  greater  chance  of  swaying  the  vendors 
they  deal  with  than  they  did  in  the  past,”  he  says. 

Obviously,  vendors  still  make  more  of  the  prod- 


influence  over  their  vendors.  Indeed, 
companies  expect  them  to. 


Circles  of  Influence 

Here  are  three  ways  to  get  a 
customer’s  input  to  a  vendor — 
and  have  it  make  a  difference 

VENDOR  GROUPS.  Many  vendors 
sponsor  or  support  user  organizations  as 
a  channel  for  new  product  and  service 
ideas,  but  SAP  America  Inc.  in  Wayne, 

Pa.,  is  one  of  the  few  that  solicits  cus¬ 
tomer  input.  Since  1994,  SAP  America 
has  established  corporate  centers  in  at 
least  10  industries  to  gather  information 
on  industry-specific  issues.  Its  Industry 
Centers  of  Expertise  (ICOEs)  cover  such 
industries  as  consumer  products,  utili¬ 
ties,  high-technology,  telecommunica¬ 
tions,  oil  and  gas,  and  pharmaceuticals. 

The  ICOEs  are  an  arm  of  SAP  that  is 
staffed  with  people  experienced  in  the 
industry  with  which  they  work.  "When 
we  are  evaluating  how  our  product  will 
function  in  a  specific  industry  environ¬ 
ment,  the  ICOE  staff  is  a  conduit  on  be¬ 
half  of  the  customer,"  says  Greg  Mekjian, 
director  of  the  automotive  ICOE  in  De¬ 
troit.  "They  establish  priorities  and  pre¬ 
sent  them  to  the  developers." 

The  ICOEs  also  run  focus  groups  to  ex¬ 
plore  customers'  needs  and  preferences. 


At  a  recent  focus  group,  SAP  America  as¬ 
sembled  members  of  the  automotive 
and  high-tech  ICOEs  to  talk  about  indus¬ 
try  trends  and  review  simulations  of  the 
product  design.  "We  aren't  sitting  in  an 
ivory  tower  developing  products  and 
then  expecting  folks  to  use  them,"  says 
Mekjian.  "We  are  actually  soliciting  their 
influence." 

USER  GROUPS.  At  the  opposite  end  of 
the  spectrum  from  the  vendor-centered 
group  is  Chicago-based  Open  User  Rec¬ 
ommended  Solutions.  Acknowledging 


that  the  term  "open"  usually  in¬ 
dicates  a  Unix  orientation,  OURS 
Chairman  John  Danielsen  says 
that,  in  his  organization,  open 
stands  for  interoperability.  "OURS 
is  easier  to  say  than  IURS,and  the 
word  'open'  also  connotes  interop¬ 
erability." 

Typical  OURS  members  are  For¬ 
tune  500  companies.  Participants 
meet  with  vendors  and  service  pro¬ 
viders  to  iron  out  issues  and  develop 
best  practices,  working  largely 
through  a  series  of  task  forces.  OURS 
also  holds  three-day  workshops  for 
members  twice  a  year,  as  well  as  one- 
day  update  and  executive  roundtable 
meetings  with  member  CIOs  and  visiting 
experts. 

STANDARD  GROUPS.  Executives  can 
exercise  influence  through  organizations 
devoted  to  setting  standards,  according 
to  John  Parkinson,  chief  technologist  of 
the  enterprise  solutions  group  at  Ernst  & 
Young  LLP  in  Irving,  Texas.  He  adds  that 
standards  groups  such  as  Object  Man¬ 
agement  Group  in  Framingham,  Mass., 
have  a  surprising  amount  of  influence. 
"Over  the  last  two  or  three  years, 
strangely  enough,  they  have  become 
one  of  the  best  vehicles  for  shaping  the 
decisions  vendors  make,"  he  says. 

-M.  Williamson 
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Carl  Dill:  “There  is  a  lot  more  power  in  the 
customer’s  hands  than  there  was  1 0  years  ago.  ” 

communicate  with  a  variety  of  vendors.  In  one 
such  forum,  Dill  talks  with  suppliers  about  their 
business  interface:  how  they  market,  what  kind  of 
support  they  provide  and  how  their  own  corporate 
organization  works.  He  tells  of  one  case  in  which  a 
group  of  CIOs  met  with  officials  of  a  company 
that  had  a  terrible  reputation  among  large  corpo¬ 
rate  clients  because  of  its  business  policies.  “We  in¬ 
vited  them  in  for  a  discussion,  and  [immediately 
thereafter]  each  corporation  involved  in  the  ses¬ 
sion  had  an  executive  liaison  assigned  to  them,”  he 
says.  “That  cleared  up  the  major  portion  of  those 
problems.” 

Many  vendors,  knowing  it  is  to  their  advantage 
to  obtain  that  sort  of  information,  arrange  forums 
at  which  customers  talk  about  their  business  prob¬ 
lems  and  help  define  solutions.  Fred  Engel,  vice  pres¬ 
ident  of  engineering  at  Concord  Communications 
Inc.,  manufacturer  of  Web-based  automated  report¬ 
ing  software  in  Marlboro,  Mass.,  listened  to  some 
50  customers  before  the  company  shipped  a  new 
product.  “The  only  way  to  sell  a  network  manage¬ 
ment  tool  is  to  | talk  to]  people  who  have  problems 
with  network  management  and  are  willing  to  spend 
money  to  solve  them,”  he  says. 


uct  decisions  than  their  customers,  says 
Julie  Horkan  Meringer,  an  analyst  for 
leadership  strategies  at  Forrester 
Research  Inc.  in  Cambridge,  Mass. 

“Among  the  Global  2000, 1  would  say 
that  vendors  have  the  upper  hand 
about  60  percent  of  the  time,”  she 
says.  “But  there  are  smart  CIOs  out 
there  who  know  how  to  work  ven¬ 
dors  to  their  benefit.” 

Indeed,  companies  expect  their 
CIOs  to  have  a  hand  in  their  suppli¬ 
ers’  decisions.  “Everybody  wants  to 
have  influence  over  their  vendors,” 
says  Greg  Mekjian,  director  of  the 
SAP  Automotive  Industry  Center  of 
Expertise  in  Detroit,  an  organization 
dedicated  to  linking  the  automobile 
industry  and  software  vendor  SAP. 

Mekjian  notes  that  now  some  CIOs 
are  being  evaluated  on  how  much 
influence  they  can  exert. 

Some  voice  concern  that  inno¬ 
vation  would  be  impeded  if  cus¬ 
tomers  had  more  power  over  ven¬ 
dors’  decisions  than  they  do  now. 

“Technology  vendors  are  the 
ones  that  drive  innovation,” 

Meringer  says.  “If  power  ever 
shifted  significantly  in  favor  of 
the  user,  the  U.S.  might  well  lose  its  place  as  a  tech¬ 
nology  leader.  We  would  lose  our  position  of  power 
in  the  world  marketplace.”  Nevertheless,  she  says, 
“vendors  are  actively  seeking  information  from 
their  customers,  and  it’s  not  falling  on  deaf  ears, 
except  in  cases  where  the  vendors  aren’t  going  to 
do  well.” 


CIOS  TYPICALLY  SPEND  so  much  time  cul¬ 
tivating  the  support  of  top  management  and 
“keeping  the  trains  running  on  time,”  says 
Meringer,  that  they  have  little  time  left  to  influence 
vendors.  “They  listen  to  vendors  in  product  meet¬ 
ings  and  hear  about  what  the  latest  and  greatest  ver¬ 
sion  is  going  to  do  for  them,”  she  says,  but  they 
often  falter  when  it  comes  to  asking  penetrating 
questions. 

And  merely  asking  good  questions  is  a  form  of 
influence.  “If  you’re  an  educated  buyer,  you’re 
going  to  know  the  right  questions  to  ask,”  says 
Meringer.  She  suggests  that  CIOs  should  devote  8 
to  1 0  percent  of  their  time  leading  vendors  in  the 
right  direction. 

Here  are  five  more  ways  CIOs  can  influence 
vendors: 


I  On  the  way  to  the  forum.  Both  Danielsen  and 
Dill  stress  the  value  of  participating  in  vendor-spe¬ 
cific  customer  councils  and  industry  groups  that 
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2  Talk  of  the  town.  Danielsen  sees  nu¬ 
merous  benefits  in  providing  feedback  to 
vendors  on  how  their  products  are  being 
used.  If  the  installation  is  large  enough,  he 
forms  a  “lessons  learned  group”  that  col¬ 
lects  information  on  usability  and  function¬ 
ality,  which  he  then  shares  with  the  vendor. 

That  conversation  often  leads  to  a  discus¬ 
sion  of  future  product  enhancements  de¬ 
signed  to  make  the  product  easier  to  use  and 
more  responsive  to  the  company’s  business 
needs,  he  says. 

3  The  view  from  here.  CIOs  should  articu¬ 
late  to  vendors  where  a  particular  market  or 
technology  is  or  should  be  heading,  from  the 
customer’s  perspective.  “When  we  talk  with  a 
customer,  we  want  to  know  whether  the  CIO 
has  the  same  picture  of  the  key  issues  that  we 
have,”  says  Jim  Wilson,  sales  automation  pro¬ 
gram  manager  for  Cincom  Systems  Inc.  in 
Cincinnati.  Cincom  attaches  so  much  impor¬ 
tance  to  compatibility  of  views  that  the  compa¬ 
ny  employs  a  formal  method  called  Customer 
Integrated  Decision  Making  (CIDM)  to  solicit 
customers’  input.  “We  found  our  strategic 
CIDM  project  helped  us  better  identify  the  burn¬ 
ing  issues  among  our  customers,”  Wilson  says. 

As  a  result,  the  timing  and  target  platform  of  a 
new  product  release  may  be  one  of  those  issues  a 

CIO  can  affect.  “We  recently 
had  a  situation  with  a  major 
customer  where  we  agreed  on 
direction,  but  [they  felt]  the 
timing  of  our  next  release  on 
the  platform  they  wanted  was 
wrong,”  Wilson  recalls.  The 
company,  a  well-known 
name  in  electronics,  wanted 
to  implement  one  of  Cincom ’s 
products  on  Digital  Equip¬ 
ment  Corp.  hardware.  The 
electronics  maker  had  suffi¬ 
cient  clout  to  convince  Digital 
to  assign  technology  and  per¬ 
sonnel  to  help  Cincom  accel- 
“One  thing  CIOs  can  do,” 
Wilson  says,  “is  bring  some  of  their  alliances  to  the 
table  to  speed  up  the  [development]  process.” 

4  Bosom  buddies.  One  often-heard  complaint 
from  CIOs  is  that  software  vendors  issue  new  re¬ 
leases  too  frequently.  “Technology  change  is  so 
rapid  that  CIOs  have  a  hard  time  keeping  up  with 
things  that  would  actually  improve  the  productivi¬ 
ty  of  the  products  and  services  they  buy,”  says 
John  Parkinson,  chief  technologist  for  Ernst  & 
Young  LLP’s  enterprise  solutions  group,  based  in 


"The  people  who  can 
make  the  most  com¬ 
pelling  arguments 
are  those  who  see  the 
bigger  picture  rather 
than  just  theirown 
specific  needs." 

-James  Moffatt 

erate  its  schedule. 


Jim  Wilson:  “When  we  talk  with  a  customer,  we  want  to  know 
whether  the  CIO  has  the  same  picture  of  the  key  issues  that  we  have.  ” 

Irving,  Texas.  “There’s  a  real  dilemma  as  to  how 
much  time  and  effort  to  devote  to  trying  to  influ¬ 
ence  product  directions  in  fields  that  are  moving 
faster  than  you  can  absorb  their  capability.” 

Keeping  up  can  mean  almost  continuous  rollout 
and  retraining  and  often  repeated  in-house  adap¬ 
tation  of  packaged  software  to  meet  specific  busi¬ 
ness  requirements.  The  danger  of  failing  to  keep  in 
lock  step  with  the  vendor’s  release  schedule  is  the 
cessation  of  support  for  older  products  after  a  few 
years,  says  James  C.  Moffatt,  a  partner  in  Coopers 
&  Lybrand  LLP’s  Philadelphia  office.  A  vendor  may 
be  unwilling  to  continue  supporting  outdated  soft¬ 
ware  for  a  single  company,  but  by  banding  togeth¬ 
er,  CIOs  in  the  user  community  are  more  likely  to 
obtain  the  support  they  want,  Moffatt  says. 

Alliances  between  vendors  and  customers  can 
also  benefit  both.  Danielsen  tells  of  a  vendor  who 
asked  him  to  suggest  other  companies  to  comple¬ 
ment  the  vendor’s  energy  management  system  prod¬ 
uct  suite.  “I  mentioned  two  vendors  that  I  thought 
had  good  products,”  he  says.  “Together,  the  three 
companies  brought  out  a  combined  offering  that 
saved  me  an  awful  lot  in  systems  integration  and 
maintenance  costs.  Being  a  marriage  broker  paid 
off  immensely.” 

5  In  the  incu-beta.  CIOs  sometimes  agree  to  get 
involved  in  their  vendors’  beta  test  programs  in  or- 
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der  to  have  a  say  in  new  product  features  and  func¬ 
tionality.  At  PG&E,  for  example,  Danielsen  in¬ 
cludes  his  users  in  the  company’s  standard  desktop 
environment  tests.  Change  can  require  a  signifi¬ 
cant  commitment  of  resources,  and  Danielsen 
wants  to  have  as  much  influence  as  possible  over 
the  outcome,  he  says.  He  also  takes  part  in  beta 
tests  of  business  systems  that  have  a  companywide 
impact,  such  as  customer  information  and  back 
office  applications. 

But  beta  testing  has  its  downside,  notes 
Parkinson.  “It’s  a  very  expensive  process  to  do 
properly,”  he  says.  “You  have  to  commit  to  run¬ 
ning  at  least  some  part  of  your  organization  on  soft¬ 
ware  that  doesn’t  necessarily  work  yet.  It  can  be 
done,  but  it’s  a  high-adrenaline  process.” 

EXPERTS  AGREE  THAT  information  is  the  best 
weapon  in  a  CIO’s  arsenal  of  influence.  CIOs 
gain  credibility  when  they  can  demonstrate 
that  they  understand  the  difference  between  needs 
that  are  specific  to  their  company  and  those  they 
have  in  common  with  others  in  the  industry, 
American  Management  Systems’  Gnagey  says.  The 
most  influential  customers  are  those  who  not  only 
can  present  to  the  vendor  a  clear  picture  of  the 


problems  they  are  trying  to  solve  but  also  can  show 
how  those  problems  affect  others  in  the  same  indus¬ 
try  or,  even  better,  in  other  industries  as  well.  CIOs 
who  can  accomplish  that  feat  find  it  easier  to  get  a 
supplier’s  attention.  “The  people  who  can  make  the 
most  compelling  arguments  are  those  who  see  the 
bigger  picture  rather  than  just  their  own  specific 
needs,”  says  Moffatt. 

To  influence  their  suppliers  as  effectively  as  pos¬ 
sible,  CIOs  need  to  recognize  that  vendors  cannot 
always  adjust  to  their  customers’  demands  to  slow 
down  the  introduction  of  new  technologies.  “We’re 
finding  that  if  you  only  do  exactly  what  the  cus¬ 
tomers  tell  you,  you  can  go  out  of  business  just  as 
fast  as  if  you  don’t  listen  to  them  at  all,”  says  Bill 
Barnard  of  Barnard  Norman  Associates  in  Sunol, 
Calif.,  a  consultant  who  helps  vendors  interact  with 
their  customers  and  the  developer  of  CIDM 
methodology  used  by  Cincom  and  other  compa¬ 
nies.  Adds  Parkinson,  “Vendors  walk  a  fine  line 
between  what  is  technically  possible  and  what  is 
economically  viable,  and  the  more  successful  a  ven¬ 
dor  is,  the  harder  that  is  to  do.”  BE! 


Contributing  Editor  Miryam  Williamson  can  be 
reached  at  mwilliamson@reporters.net. 
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...and  into  the  ether.  Today’s  corporate  libraries 
are  as  vast  as  the  Internet  and  come  in  just  about 
any  medium  imaginable.  But  there  are  some  things 
you’d  better  think  about  if  you  want  to  avoid 
having  your  information  resources  gather  dust. 

BY  HEATH  ROW 


cor*po*rate  digital  library 


S  INFORMATION  BECOMES 


Ms 

more  available  and  appli- 
cable  to  its  users,  its  value 
Ml  increases.  If  you  can  lay 
your  hands  on  exactly  what  you  need 
exactly  when  you  need  it,  the  infor¬ 
mation  is  golden.  If  you  can’t,  it’s 
chicken  scratch. 


A  corporate  digital  library  provides  a 
framework  for  the  organization  and  pre¬ 
sentation  of  a  broad  range  of  information 
from  a  wide  variety  of  sources,  including 
archived  documents,  databases  of  corpo¬ 
rate  knowledge  and  even  high-bandwidth 
multimedia  such  as  video  files.  Because 
digital  libraries  usually  incorporate  the  In¬ 
ternet,  these  sources  can  come  from  just 
about  anywhere — far-flung  divisions,  uni¬ 
versities,  research  centers,  business  part¬ 
ners.  A  digital  library  also  can  encompass 
information  about  human  knowledge 
within  the  organization. 


In  an  attempt  to  decipher  the  chicken  scratch  of 
information  within  a  company  and  turn  it  into 
profitable  intelligence,  many  enterprises  and  IS 

departments  are  turning  to  knowledge  management.  While  the  concept  isn’t  new  (see 
CIO,  July  1995),  few  companies  have  had  much  success  putting  it  into  practice.  One 
development  that  might  help  them  is  the  emergence  of  corporate  digital  libraries. 

Many  companies  have  physical  libraries  where  employees  can  go  for  research  assis¬ 
tance  and  reference  materials,  but  more  and  more  corporate  libraries  are  going  online. 
Of  course,  it’s  early  days  yet.  In  a  survey  of  almost  500  companies  in  the  fall  of  1995, 
Teltech  Resource  Network  Corp.,  a  Minneapolis-based  research  and  information  man¬ 
agement  consulting  company,  determined  that  about  45  percent  of  the  enterprises  sur¬ 
veyed  had  no  knowledge  management  or  digital  library  plans.  Of  the  55  percent  that 
talked  the  talk — those  who  were  sponsoring  grassroots  efforts  or  had  people  serving 
knowledge  management  functions — only  15  percent  actually  had  formal,  executive- 
sponsored  endeavors.  By  looking  at  companies  that  are  implementing  and  managing  cor¬ 
porate  digital  libraries  successfully  and  examining  the  resulting  change  in  the  librarian’s 
role,  CIOs  can  plan  knowledge  management  projects  that  are  scalable  and  sustainable. 
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Larry  Prusak,  managing  principal  of 
knowledge  management  with  IBM 
Corp.’s  Consulting  Group  in  Boston, 
says  companies  can  take  several  ap¬ 
proaches  to  corporate  digital  libraries 
and  knowledge  management:  archiving 
information  in  document  form,  main¬ 
taining  dynamic  databases  and  data 
warehouses  of  corporate  knowledge, 
mapping  human  knowledge  within  the 
organization  (that  is,  recording  who 
knows  what,  and  how  to  reach  them) 
and  capturing  knowledge  in  high-band¬ 
width  multimedia  such  as  video  files. 
Many  companies,  however,  haven’t 
moved  beyond  the  first  step,  he  says. 

“Putting  [information]  on  computers 
doesn’t  do  anything  but  make  it  more 
accessible,”  Prusak  says.  “If  you’re  man¬ 
aging  documents,  no  matter  how  you’re 
doing  it,  you’re  still  managing  docu¬ 
ments.  The  wider  the  bandwidth,  the 
closer  you  actually  get  to  managing 
knowledge.” 

A  digital  library  can  provide  a 
framework  for  all  of  those  knowledge 
resources  and  encompass  information 
from  a  variety  of  sources,  both  internal 
and  external.  Ina  A.  Brown-Woodson, 
district  manager  of  library  and  infor¬ 
mation  services  at  AT&T  Labs  in  Holm- 
del,  N.J.,  is  planning  the  reorganization 
of  AT&T’s  Notes-  and  intranet-based 
library  in  the  wake  of  the  breakup  of 
AT&T,  Lucent  Technologies  Inc.  and 
NCR  Corp.  She  hopes  to  team  up  with 
educational  institutions  like  the  Univer¬ 
sity  of  Michigan  and  the  University  of 
California  at  Berkeley  to  access  their 
electronic  libraries  and  networks,  and 
she  plans  to  provide  users  with  biblio¬ 
graphic  information,  full-text 
journals,  business  market  in¬ 
formation  and  knowledge 
maps.  “My  challenge  is  to  do 
that  and  make  it  seamless 
for  our  customers  without 
losing  ground,”  she  says. 

PART  OF  THE  GREAT  appeal 
of  a  digital  library  is  its  flexi¬ 
bility.  Hypertext  and  other  dy¬ 
namic  linking  methods  allow  libraries 
to  be  works  in  progress,  always  draw¬ 
ing  on  the  best  and  newest  information 
sources  and  not  relying  heavily  on  old 
news  or  static  data,  says  Nancy  Lemon, 
leader  of  knowledge  resources  for  the 
home-building  materials  manufacturer 
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Owens  Corning  in  the  company’s  Gran¬ 
ville,  Ohio,  office.  Librarians  can  offer 
top-of-the-line  information,  transpar¬ 
ently  switching  sources  as  new  services 
become  available  and  user  needs  change. 

Digital  libraries  are  easier  to  maintain 
than  many  traditional  resources,  accord¬ 
ing  to  Terry  Koluch,  whose  title  is  paper- 
free  expert  and  intranet  webmaster  at 
Owens  Coming’s  headquarters  in  Toledo, 
Ohio.  By  moving  from  networked  CD- 
ROM  products  on  the  company’s  LAN 
to  Web-based  sources  available  via  the 
intranet,  Owens  Corning  has  reduced 
the  time  spent  getting  systems  ready  for 
use.  “Keeping  the  CD-ROM  library 
functioning  is  a  manually  intensive  pro¬ 
cess,”  Koluch  says.  “Every  CD  we  get 


Lybrand  LLP’s  knowledge  strategies 
group,  says  a  license  for  an  online  re¬ 
search  service  used  by  16,000  employees 
can  be  cheaper  than  timed  access  to  the 
same  service  for  several  hundred  users. 

But  the  promised  benefits  of  flex- 
ibility  and  cost  savings  are  not 
enough  to  bring  corporate  digital 
libraries  to  fruition.  Success  depends  on 
good  design  and  the  involvement  and 
investment  of  the  business  users  who 
access  the  system.  Andy  Michuda,  pres¬ 
ident  of  the  knowledge  management 
services  division  of  Teltech,  says  the 
way  corporate  digital  libraries  are  orga¬ 
nized  and  the  way  employees  respond 
to  that  organization  can  be  the  highest 


"Some  sources  of  information  are  more  valuable  than  others. 
Librarians  can  make  these  decisions  better  than  users." 

-Nancy  Lemon 


has  a  slightly  different  interface  or  a 
slightly  different  script  you  have  to  set 
up  to  get  access.” 

The  library  saves  money  as  well. 
Koluch  says  a  CD-ROM  resource  that 
costs  $6,000,  for  example,  might  have 
an  online  counterpart  accessible  for  only 
$4,000.  While  Owens  Corning  still  in¬ 
cludes  CD-ROMs  in  its  digital  library 
framework,  it  uses  online  alternatives 
whenever  possible. 

The  centralization  made  possible  by  a 
digital  library  framework  can  reduce 
costs  enough  to  let  an  organization  pro¬ 
vide  access  to  a  greater  number  of  people. 
Mik  Chwalek,  a  partner  in  Coopers  & 


hurdles.  For  instance,  if  businesses  rely 
too  heavily  on  a  push  model — where 
employees  periodically  receive  informa¬ 
tion  via  e-mail  or  other  delivery  mecha¬ 
nisms — the  troops  can  easily  suffer  in¬ 
formation  overload.  At  the  same  time, 
if  businesses  elect  a  pull  model — where 
employees  search  for  information  on 
their  own — organization  becomes  even 
more  important.  Librarians  and  knowl¬ 
edge  managers  can  help  balance  such 
issues.  “You  need  to  have  intelligent  fil¬ 
ters  and  an  appreciation  of  the  human 
element,”  Michuda  says.  “The  value 
question  is  going  to  fall  on  the  managers 
of  this  content.” 

That  is  a  new  role  for 
librarians,  who  historically 
have  been  trained  to  re¬ 
spond  to  every  informa¬ 
tion  request.  These  days, 
they  are  starting  to  judge 
the  validity  and  value  of 
users’  information  needs 
as  well  as  pick  and  choose 
the  requests  to  which  they 
will  respond.  At  Owens 
Corning,  for  example,  li¬ 
brarians  decide  whether  infor¬ 
mation  will  help  an  employee 
make  a  better  decision  and 
whether  that  decision  will  help  the 
company  make  money.  “We  evalu¬ 
ate  the  value  of  information  to  the  com- 
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Conference  Overview 

When  Decartes  said  “the  more  things  change,  the  more  they  stay  the  same,” 
he  certainly  had  never  tried  life  as  a  CIO. 

Our  latest  CIO  Perspectives  conference.  Leading  the  Charge  in  Turbulent  Environments: 
IT  as  a  Change  Agent,  March  23-26  at  the  Sheraton  San  Diego  Hotel  &  Marina  in  San 
Diego,  California,  will  allow  IT  executives  to  investigate  the  difference  between  leading 
and  managing  strategic  corporate  change. 


Conference  Overview 

Lynda  Rosenthal  &  Joseph  L.  Levy 

Constantly  Making 
Change. ..Happen 

CIO’s  must  understand  the  nature 
of  both  leadership  and  change. 

Agenda 

Detailed  information  about  each 
general  and  concurrent  session  and 
scheduled  activities  throughout  the 
conference. 

Corporate  Hosts 

During  the  conference,  our 
Corporate  Hosts,  a  select  group  of 
innovative,  visionary  companies,  will 
display  a  wide  range  of  solutions  to 
address  strategic  and  operational  IT 
solutions. 

Companion  Program 

Participation  in  the  Companion 
Program  includes  all  scheduled  meals, 
receptions,  entertainment,  a  special 
companion  breakfast,  stretch  and 
tone  class,  and  a  San  Diego  By  Land 
and  Sea  Tour. The  Companion 
Program  does  not  include  confer¬ 
ence  session  attendance. 

Enrollment  Form 

Complete  the  online  enrollment 
form  at  http://www.cio.com  or 
complete  the  form  on  the  back  of 
this  brochure  and  fax  it  to  508-879- 
7720.You  can  also  call  us  toll  free  at 
800-366-0246. 


Our  keynote  presentation  will  team  two  of  the  world's  most  noted  authorities  on 
corporate  change  and  management,  Peter  F.  Drucker  and  Warren  Bennis.  Our 
moderator  will  once  again  be  Jim  Wetherbe,  director,  MIS  Research  Center,  University 
of  Minnesota,  Federal  Express  Professor  of  Excellence  and  director,  Center  for  Cycle 
Time  Research,  University  of  Memphis. 


Sessions  will  feature  how  corporations  were  able  to  survive  change  and  progress. 
Featured  presenters  include  John  Dahms,  CIO,  CM,  Dr.  William  Limond, 
group  director,  information  services,  British  Gas  pic.,  and  James  J.  Skinner,  Jr.,  vice 
president  of  systems,  Swiss  Reinsurance  America  Corporation.  Abbie  Lundberg,  editor, 
CIO  Magazine,  will  moderate  a  roundtable  discussion  on  specific  techniques  IS 
executives  have  implemented  in  driving  change,  featuring  David  Kepler,  director  of 
information  systems.  The  Dow  Company,  Phil  Newbold,  former  vice  president  and 
director  of  information  technology  services,  Kaiser  Permanente,  Debra  Robinson, 
vice  president,  information  technology,  Delaware  North  Companies,  Inc.  and 
Linda  Wiersema,  general  manager  of  information  technology  &  CIO,  LTV  Steel. 

Jack  Trout,  president,  Trout  &  Partners,  will  discuss  the  latest  on  the  world's  best 
business  strategies.  This  conference  will  also  feature  Tom  Davenport,  Curtis  Mathes 
Fellowship  Professor,  director,  information  systems  management  program,  College  & 
Graduate  School  of  Business,  University  of  Texas  at  Austin,  Richard  D’Aveni,  professor, 
Amos  Tuck  School  of  Business  Administration,  Dartmouth  College  and  Eileen  Shapiro, 
president,  The  Hillcrest  Group,  Inc. 


To  enroll,  please  visit  our  Web  site  at  http:/Avww.cio.com  or  complete  the  enrollment 
form  on  the  back  of  this  brochure  and  fax  it  to  508-879-7720.  You  can  also  call  us  at 
800-366-0246.  Don’t  delay!  Sign  up  now  for  the  most  relevant  conference  of  the  year! 


Regards, 


Lynda  Rosenthal 

Senior  Vice  President  &  General  Manager 
Executive  Programs 


u. 

Joseph  L.  Levy 
Group  Publisher  &  President 
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Constantly  Making  Change...Happen 


By  Carol  Hildebrand 


When  it  comes  to  change,  many  CIOs  find  themselves  serving  two  conflicting  masters. 


More  than  ever,  companies  regard 
IT  as  a  strategic  tool  to  reinvent 
organizations  as  global  competitors. 
And  as  leaders  of  a  company's 
strategic  technology  direction,  CIOs 
are  at  the  hub  of  corporate  change. 
Yet  IS  executives  must  also  manage 
the  day-to-day  details  of  imple¬ 
menting  such  visions. 

“If  your  eyebrows  aren't  raised  in 
confusion  and  curiosity  by  now,  you 
don't  realize  what's  going  on,"  says 
Warren  Bennis,  Distinguished 
Professor  of  Business  Administra¬ 
tion  and  Founding  Chairman  of  The 
Leadership  Institute  at  the  Univer¬ 
sity  of  Southern  California. 

With  such  a  balancing  act  to 
perform,  IT  professionals  must  first 
redefine  their  job  responsibilities  in 
order  to  lead  corporate  change. 
“Right  now,  there's  too  much  of  a 
credibility  gap  between  the  evange¬ 
list  role  and  the  day-to-day  imple¬ 
mentation  role,"  says  Tom  Daven¬ 
port,  Curtis  Mathes  Fellowship 
Professor  and  Director,  Information 
Systems  Management  Program, 


College  &  Graduate  School  of 
Business  at  the  University  of  Texas 
at  Austin. 

IS  executives  need  to  start  thinking 
about  the  business  information  that 
flows  along  technical  conduits 
rather  than  the  conduits  themselves, 
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you  don’t  realize 
what’s  going  on.” 


says  Davenport.  “Companies  are 
looking  for  CIOs  that  understand 
the  business  and  the  role  that 
information  plays.  The  idea  of 
technologists  who 
can  understand  technology 
and  implement  it  isn't  enough 
anymore." 

That's  what  James  J.  Skinner,  Jr.,  the 

vice  president  of  systems  at  Swiss 
Reinsurance  Co.  discovered  when 
his  staff  started  implementing  a 
paperless  office  environment  based 
on  workflow  software.  “The  big 
change-related  issues  aren't 
technical,"  he  says.  They  lie  instead 
in  IT's  ability  to  comprehend  the 
way  that  business  information 
should  flow  throughout  a  company. 

Fortunately  for  Skinner,  he  spent 
more  than  fifteen  years  on  the  user 
side  of  the  house,  doing  stints  in 
departments  as  varied  as  marketing 
and  underwriting.  "I  know  many  of 
the  functions,  and  can  relate  to  the 
problems  they  have,"  he  says.  "My 
message  is  always  that  the  more 
you  know  about  your  business,  the 


To  enroll,  visit  our  Web  site  at  http://www.cio.com  or  call  800-366-0246. 


better.  You  cannot  talk  somebody 
into  how  good  IT  can  be.  It  has  to 
come  from  them." 

And  for  a  technical  imperative  to  be 
driven  by  users,  it  must  first  answer 
users'  increasingly  pressing  need  for 
quick  access  to  timely  knowledge, 
says  Davenport.  CIOs  "must  take  a 
leadership  role  in  creating  a 
knowledge  and  information-based 
culture.  Think  about  how  the 
workforce  makes  information-based 
decisions,  and  encourage  people  to 
gather,  share  and  act  on  informa¬ 
tion.  Try  to  hire  people  who  are 
information  and  knowledge  seekers, 
instead  of  all  tech,  no  talk." 

Management  guru  Peter  F.  Drucker 

says  that  corporations  will  develop 
entirely  new  business  systems  to 
measure  the  cost  and  performance 
of  their  own  enterprises,  and  that 
these  systems  will  not  come  out  of 
information  technology.  Rather,  he 
says,  "they  require  new  managerial 
concepts."  Today's  methods  of 
measuring  the  worth  of  a  company 
are  completely  obsolete,  he  says, 
since  they  ignore  one  of  the  most 
vital  assets  of  a  company  doing 
business  in  the  Information  Age: 
intellectual  capital. 

As  companies  learn  to  count  the 
worth  of  ideas  rather  than  general 
ledger  items,  Drucker  expects  to  see 
the  accounting  function  blend  into 


the  role  of  the  CIO.  "In  ten  or  15 
years,  organizations  will  have  only 
one  information  officer  and  one 
information  system,  where  today 
they  have  two,"  he  says  —  "the 
chief  accountant  in  charge  of  our 
oldest  system,  and  the  CIO  in 
charge  of  the  new  information 
technology." 


^Leaders  are  people 
who  do  things  right. 
Managers  are  people 
who  do  the  right  things. 
There’s  a  profound 
difference.” 


Laws  of  Nature 

One  thing,  however,  remains 
constant:  In  order  for  a  CIO  to 
understand  his  corporate  role  as  a 
change  agent,  s/he  must  first 
understand  the  nature  of  both 
leadership  and  change,  both  in  the 
company  and  personally.  From 
managing  the  CEO's  expectations  to 
defusing  resistance  to  new  technical 
projects,  leading  change  in  IT  means 
far  more  than  deciding  on  a  new 
architecture  for  the  company. 


Warren  Bennis  says  that  CIOs 
should  first  understand  the  pro¬ 
found  difference  between  leader¬ 
ship  and  management.  "Leaders  are 
people  who  do  things  right. 
Managers  are  people  who  do  the 
right  things.  There's  a  profound 
difference.  When  you  think  about 
doing  the  right  things,  your  lexicon 
becomes  one  of  missions,  visions, 
strategic  intent,  purpose.  But  when 
you  think  about  doing  things  right, 
you  think  about  how-to.  Leaders 
ask  the  what  and  why  question,  not 
the  how  question.  Leaders  think 
about  empowerment,  not  control. 
And  the  best  definition  of  empower¬ 
ment  is  that  you  don't  steal  respon¬ 
sibility  from  people." 

Such  ideas  may  seem  hard  to 
swallow  —  but  then,  that's  the 
nature  of  change.  Humankind 
nearly  always  balks  when  con¬ 
fronted  with  a  move  from  the  status 
quo;  visionary  CIOs  will  grasp  this 
unique  opportunity  to  simulta¬ 
neously  transform  his  job  and  his 
company. 


Carol  Hildebrand  is  a  senior  writer 
at  CIO  Magazine  and  can  be 
reached  at  cjh@cio.com.  F3TS1 
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Leaders  to  the  Core 

Warren  Bennis  divides 
leadership  skills  into  four  core 
competencies.  Interestingly,  not 
one  of  them  is  labeled,  "Must 
have  MBA  and/ or  good  number¬ 
crunching  skills."  Instead,  Bennis 
emphasizes  people  skills  —  the 
four  categories  comprise  some 
uncomfortably  squishy  stuff: 


Provide  direction  and  meaning 
to  a  corporate  effort. 


Generate  and  sustain  trust 
amongst  employees 


Become  purveyors  of  hope 
and  optimism 


The  capacity  to  convert  purpose 
and  vision  into  action  and  results. 


Conference  Agenda 

Sunday,  March  23 

3:00pm  -6:00pm 

Conference  Registration 

7:00pm  -  9:00pm 

Welcome  Reception 

9:00pm  -  12:00am 

Hospitality/Networking 


one  of  the  top  four  corporations  to 
work  for  in  the  U.S.  and  is  one  of  the 
ten  most  admired  companies  in  the 
world.  What  changes  in  their  business 
processes  were  necessary  in  a  work 
force  of  120,000  people  to  let  FedEx 
consistently,  absolutely,  positively 
provide  on  time  service... every  time? 
The  eleven  principles  that  guide  this 
corporation  and  make  it  successful 
with  its  internal  and  external  custom¬ 
ers  can  be  deployed  by  every 
organization,  every  IS  function  and 
every  employee. 


Monday,  March  24 


7:30am  -  8:15am 

Breakfast 

8:15am  -  8:20am 

Welcome  &  Opening  Remarks 

Joseph  L.  Levy 

Group  Publisher  & 
President 

CIO  Communications,  Inc 


8:20am  -  9:30am 

First,  Change  All  the  Rules 

Dr.  Jim  Wetherbe 

Director 

MIS  Research  Center 
University  of  Minnesota 
Federal  Express 
Professor  of  Excellence 
Director 
Center  for  Cycle 
Time  Research 
University  of  Memphis 

FedEx  is  the  world's  first  service 
organization  to  receive  the  coveted 
Malcolm  Baldrige  Award,  is  touted  as 


9:30am  -10:15am 

A  CIO’s  Vision  of  the  IT  Forest 
Through  the  Trees 

James  J.  Skinner,  Jr. 

Vice  President 
Systems 

Swiss  Reinsurance 
America  Corporation 

In  its  demand  for  rapid 
recovery,  response  times,  efficient 
processes  and  a  requirement  for 
global  strategies,  the  insurance 
industry  is  driven  by  technology.  A 
crucial  element  in  providing  excep¬ 
tional  customer  service,  support  for 
business  needs  and  underwriting  for 
Swiss  Reinsurance  was  the  broad 
implementation  of  new  and  improved 
technologies  and  processes.  Skinner 
will  discuss  why  Swiss  Reinsurance 
reengineered  their  information 
systems  in  contracts,  claims  and  other 
worldwide  departments  and  how 
they  effected  these  changes. 

10:15am  -  10:45am 

Coffee  Break 


"They  must  inspire  people 
both  in  their  heads  and  their 
hearts,"  says  Bennis. 


This  author's  most  recent  book  will  be  distributed  at  the  conference. 


To  enroll,  visit  our  Web  site  at  http://www.cio.com  or  call  800-366-0246. 


10:45am  -  12:15pm 

The  People  Side  of  Change: 

A  CIO  Roundtable 

CIOs  share  specific  techniques  they  have 
implemented  in  driving  change. 

Moderated  by: 

Abbie  Lundberg 

Editor 

CIO  Magazine 


David  E.  Kepler 

Director  of  Information 
Systems 

The  Dow  Company 


Phil  Newbold 

Former  Vice  President 
and  Director  of 
Information  Technology 
Services 

Kaiser  Permanente 

Debra  Robinson 

Vice  President 
Information  Technology 

Delaware  North 
Companies,  Inc. 

Linda  Wiersema 

General  Manager  of  Information 
Technology  &  CIO 

LTV  Steel C' 

Although  CIOs  may  be  uniquely 
positioned,  not  all  are  well  equipped 
to  drive  change.  Because  the  IS 
organization  has  an  enterprisewide 
perspective,  the  use  of  technology  can 
influence  peoples'  attitudes  and 
behavior.  Technology's  the  easy  part 
—  changing  people's  behavior  is  hard. 
The  CIOs  participating  in  this 
discussion,  all  of  whom  have  led 
successful  change  efforts,  will  share 
specific  techniques  for  driving  change 
and  offer  lessons  you  can  apply  to 
your  own  situations. 


12:15pm  -  1:30pm 

Luncheon 


Tuesday,  March  25 


1:30pm  -  2:30pm 

From  Techno-Culture  to 
Info-Culture 

Tom  Davenport 

Curtis  Mathes 
Fellowship  Professor 
Director 

Information  Systems 
Management  Program 
College  <&  Graduate 
School  of  Business 

University  of  Texas  at  Austin 

One  key  reason  why  IS  groups  have 
had  difficulty  in  leading  organiza¬ 
tional  change  is  their  overemphasis  on 
technology.  The  IS  techno-culture 
creates  a  barrier  between  IS  and  its 
customers.  As  an  alternative  to  a 
technically-oriented  culture,  many  IS 
groups  are  beginning  to  adopt 
information  and  knowledge  manage¬ 
ment  oriented  cultures.  This  presenta¬ 
tion  will  give  examples  of  these 
organizations,  along  with  specific 
steps  to  follow  to  achieve  an  info- 
culture  and  to  take  a  leadership  role 
in  information-driven  organizational 
change. 

2:45pm-3:30pm 

Concurrent  Sessions 

3:30pm-4:15pm 

Coffee  Break 

4:15pm-5:00pm 

Concurrent  Sessions  —  Repeated 

6:30pm  -  8:00pm 

Reception 

8:00pm  -  12:00am 

Hospitality/Networking 


7:00am  -  8:00am 

Breakfast 

Measure  Your  10  Critical  Change  Skills 

A  Change-Map  (C-Map)  survey  will  be  distributed 
to  you  at  registration.  Fill  it  out  and  self-score 
it  at  your  leisure...  bring  it  to  the  “Mapping  Your 
Route  Through  Change” session  on  Tuesday 
morning...you’ll  see  how  change  affects  you! 

8:00am  -  9:30am 

Mapping  Your  Route 
Through  Change 

Bob  De  Filippis 

President  and  CEO 
Career  Partners 
International 

To  capitalize  on  the 
opportunities  that  come 
with  change,  we  must  discover  how 
to  lead  and  manage  ourselves  —  as 
well  as  our  teams  —  with  our  own 
personal  "repertoire  of  change 
management  skills."  This  session  will 
allow  you  to  examine  your  change 
management  capabilities  through 
personal  responses  to  ten  critical 
change  skills  with  the  use  of  the 
Change-MAP  (C-MAP)  survey.  After 
completing  the  survey,  you  will  be 
guided  through  the  analysis  of  your 
responses  and  development  of  the 
action  steps  to  improve  your  change 
management  competencies. 

9:30am  -  10:15am 

Information  —  Corporate  Asset 

Dr.  William  Limond 

Group  Director 
Information  Services 
British  Gas  pic 

Bill  Limond  is  a 
proponent  of  Peter 
Drucker's  maxim  on  information 
management,  "In  the  end,  the  only 
thing  we  have  to  manage  is  informa¬ 
tion  itself."  Limond  will  discuss  the 
evolving  role  of  IT  and  IT  manage- 


Leading  the  Charge  in  Turbulent  Environments:  IT  as  a  Change  Agent 


merit  in  global  enterprises.  He  will  also 
examine  the  information  and  cultural 
gaps  evident  in  today's  IT  arena.  To 
meet  the  challenges  of  the  future,  CIOs 
must  lead  change  in  dramatic  ways,  if 
they  are  to  succeed  in  tomorrow's 
world.  British  Gas  has  experienced 
tremendous  growth  and  change.  You 
will  learn  the  initiatives  and  processes 
used  at  British  Gas  to  meet  customer 
demand  for  information. 


leadership  scholar  and  authority,  will 
join  intellectual  forces  for  two  solid 
hours.  They  will  each  offer  views  on 
successfully  driving  organizations 
into  the  next  century.  Following  their 
individual  presentations,  they  will 
engage  in  a  dialog  and  then  accept 
questions  from  the  audience.  Don't 
miss  this  opportunity  to  tap  into  over 
one  hundred  years  of  excellent 
management  theory  and  practice. 


10:15am  -  10:45am 

Coffee  Break 

10:45am  -  11:30am 

Concurrent  Sessions 

11:45am  -  12:30pm 

Concurrent  Sessions  —  Repeated 

12:30pm  -  1:30pm 

Luncheon 


5:30pm  -  7:00pm 

Reception  with  Peter  Drucker  & 
Warren  Bennis 

7:00pm  -  12:00am 

Hospitality/Networking 

Wednesday,  March  26 

7:15am  -  8:00am 

Breakfast 


1:30pm  -  2:15pm 

Concurrent  Sessions 

2:30pm  -  3:15pm 

Concurrent  Sessions  —  Repeated 

3:15pm  -  3:30pm 

Coffee  Break 


8:00am  -  9:00am 

The  High  Cost  of  Mistakes 

Jack  Trout 

President 

Trout  &  Partners 
Author 

The  Nexv  Positioning 


3:30pm  -  5:30pm 

Pinnacles  of  Management 
and  Leadership 

Peter  F.  Drucker 

Clarke  Professor  of  Social 
Science  and  Management 

Claremont  Graduate  School 


Warren  Bennis 

Distinguished  Professor  of 
Business  Administration 
Founding  Chairman 
The  Leadership  Institute 
University  of  Southern 
California 


Today's  turbulent  times  are  domi¬ 
nated  by  one  word:  competition.  If 
you  make  a  mistake  in  today's 
marketplace,  your  competitors 
quickly  take  your  business... and  you 
don't  get  it  back.  This  session  will 
discuss  how  to  avoid  mistakes  and 
will  give  you  insights  into  where  all 
marketing  wars  are  fought:  the  mind. 
Packed  with  insight,  analysis  and 
irreverent  advice.  Trout's  presentation 
will  allow  you  to  better  understand 
which  companies  win  and  why 
companies  fail  in  a  world  where 
everyone  is  after  everyone  else's 
business. 


Peter  F.  Drucker,  the  world's  premier 
management  guru,  and  Warren  Bennis, 


9:00am  -  10:00am 

The  Quest  for  Knowledge 

John  Dahms 

CIO 

Central  Intelligence  Agency 

As  the  world  becomes 
wired  and  the  Global 
Information  Infrastruc¬ 
ture  matures,  the  amount  of  informa¬ 
tion  available  through  open  source 
explodes.  New  tools  and  processes  are 
required  to  exploit  this  information. 
Tools  are  emerging  to  capture  the  real 
knowledge  in  the  sea  of  information. 
The  Agency,  in  concert  with  the  U.S. 
Intelligence  Community,  is  pursuing  a 
strategy  of  using  the  Internet, 
intranets  and  extranets  to  meet  this 
challenge.  This  session  will  detail  how 
executing  this  strategy  requires  the 
CIA  to  reengineer  its  information 
service  delivery  mechanisms. 

10:00am  -  10:30am 

Coffee  Break 

10:30am  -  12:00pm 

How  to  Ride  the  Wave  of 
Hypercompetition...  Without 
Wiping  Out 

Richard  D'Aveni 

Professor 

Amos  Tuck  School  of 
Business  Administration 
Dartmouth  College 
Author 

Hypercompetition 

Eileen  Shapiro 

President 

The  Hillcrest  Group,  Inc. 
Author 
Fad  Surfing 
in  the  Boardroom 

Major  forces  are  escalating  the  level 
and  shifting  the  basis  of  competition. 
D'Aveni  and  Shapiro  agree  that 
dominance  cannot  be  accomplished 
by  sustainable  competitive  advantage. 
D'Aveni  tells  about  four  arenas  of 
competition  and  how  players  seize  the 
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initiative  by  creating  major  disrup¬ 
tions.  He  argues  that  the  need  to  win 
requires  a  series  of  disruptive 
unsustainable  advantages.  Shapiro 
warns  of  self  destruction  without 
proper  self-management.  Expect  a 
challenging,  humorous  and  thought 
provoking  session! 

12:00am  12:15pm 

Closing  Remarks 

Jim  Wetherbe 


Concurrent  Sessions 

Each  Corporate  Host  will  provide 
a  concurrent  session,  which  will  be  offered 
twice.  You  will  be  able  to  attend  a 
maximum  of  six  sessions,  during  three 
time  blocks  on  Monday  and  Tuesday. 

Maximizing  the  Return  on  Your 
Decision  Support  Investments 

John  W.  Finnell,  Jr. 

Manager 
Decision  Support 
Integration  Laboratory 
Acxiom  Corporation 

Today's  rapidly 
changing  decision  support  system 
landscape  poses  especially  difficult 
challenges  for  individuals  responsible 
for  adopting  technology  standards  for 
an  organization.  Tradeoffs  must  be 
made  between  the  value-added  from 
new  technologies  and  maximizing 
previous  investments.  This  session 
will  explore  methods  used  at  Acxiom 
Corporation  to  deploy  new  DSS  and 
Open  Systems  technologies  while 
maximizing  functional  value  and  ROI 
for  existing  systems. 


IT  Solutions  for  the  Twenty-First 
Century  That  You  Can  Use  Now 

Christopher  J.  Oliver 

Director  of  Engineering 
and  Manufacturing 

Cabletron  Systems,  Inc. 

Much  industry  banter 
today  deals  with  so- 
called  "network  computing"  —  a 
concept  which  promises  that  the  large, 
costly  and  more  complex  IT  invest¬ 
ments  will  be  centrally  located  and 
allow  for  more  simple,  less  expensive 
network  computers  to  be  on  every 
desktop  in  the  workplace.  In  fact,  the 
network  computer  is  really  the  21st 
century  equivalent  to  the  1960's 
terminal  mainframe  architecture, 
though  today's  version  has  improved. 
This  presentation  will  explore  the 
network  planning  strategies  that  must 
precede  any  deployment  of  network 
computing  solutions,  and  details  the 
positioning  of  a  cable  and  resilient 
switch-based  information  transporta¬ 
tion  network  to  connect  the  enterprise 
using  both  intranet  and  Internet 
technologies. 

IT  Will  Never  Be  the  Same  Again 

Alex  Mendez 

Vice  President  of 
Enterprise  Marketing 

Cisco  Systems,  Inc. 

Never  before  has  there 
been  as  much  pressure 
on  IT  chiefs  to  reduce  cost,  increase 
performance  and  speed  the  time  it 
takes  to  get  new  applications  into  the 
hands  of  users.  Consequently, 
computer  networks  are  seen  as  a  key 
enabler  to  delivering  improved 
productivity,  communication  and 
automation.  How  can  today's 
enterprise  networks  be  leveraged  to 
reduce  project  cycle  times,  lower 
operational  costs  and  speed  time  to 
market?  This  presentation  will 
examine  the  key  business  and 
technology  trends  driving  today's 
corporation  and  why  an  effective  IT 
and  networking  strategy  is  now  a 


corporate  imperative.  The  session  will 
also  outline  the  keys  to  developing  a 
standardized  IT  environment  that 
enable  cross-platform  applications, 
computing  and  service  customization, 
weighing  the  different  factors  such  as 
risk,  performance,  cost,  time  and 
control,  that  play  a  central  role  in  the 
decision  to  outsource  or  insource  the 
enterprise  network. 

Transforming  IT:  Managing 
Continuous  Change  in  Turbulent 
Environments 

James  J.  Ryan 

Vice  President 
Information 
Management  Group 

Data  General  Corporation 

The  next  wave  of 
commodity-based  computing 
promises  to  deliver  a  quantum  leap 
over  today's  price/ performance 
metrics.  New  computing  waves  come 
so  quickly  that  most  enterprises  are 
slow  to  integrate  these  new  technolo¬ 
gies  in  their  daily  operations.  In  the 
same  time  it  takes  to  implement  new 
systems  and  business  processes,  an 
enterprise  could  find  itself  behind  the 
curve.  How  can  you  implement  new 
systems  that  enable  you  to  take 
advantage  of  the  next  technology 
without  putting  today's  business  in 
peril?  Strategies  for  surviving 
continuous  change  in  turbulent 
environments,  using  the  real-world 
example  of  change  management  at 
Data  General  Corporation  will  be 
offered. 

Truth  or  Dare: 

IT  as  a  Change  Agent 

Tom  Martin 

Vice  President 
Large  Corporate 
Accounts  Marketing 
Dell  Computer  Corporation 

Can  IT  planning, 
deployment  and  transition  activities 
be  transformed  from  an  expensive, 
slow  moving  process  into  a  manage- 


Leading  the  Charge  in  Turbulent  Environments:  IT  as  a  Change  Agent 


able,  economical  project?  Are 
standard  computing  environments 
really  achievable?  This  session  will 
illustrate  how  organizations  that  have 
adopted  a  lifecycle  cost  philosophy 
are  better  equipped  to  meet  their 
global  business  needs  while  leverag¬ 
ing  the  most  applicable  technologies 
and  saving  millions  of  dollars  in  the 
process. 


The  IT  Revolution:  Empowering 
IT  as  a  Catalyst  for  Change 

Sandra  Moran 

Senior  Director 
Hyperion  Software 


Successful  IT  organiza¬ 
tions  are  implementing 
an  approach  that  views 
the  user  community,  IT  and  vendors 
as  business  partners.  In  this  scenario, 
the  success  or  failure  of  the  corporate 
strategy  is  directly  related  to  IT's 
ability  to  provide  an  information 
infrastructure  that  supports  rapid 
organizational  change.  This  infra¬ 
structure  requires  an  appropriate  mix 
of  client/server  technology,  data 
warehousing,  multidimensional 
analysis  and  information  delivery  via 
the  internet  in  order  to  give  knowl¬ 
edge  workers  the  right  information  at 
the  right  time  via  the  right  delivery 
mechanism.  This  session  will  discuss 
the  tools  that  IT  needs  to  provide  a 
flexible  information  infrastructure  to 
meet  critical  business  goals,  such  as 
profitability  and  information 
accessibility,  and  to  capitalize  on  a 
company's  existing  information 
assets. 


Trends  in  Technology 

Malcolm  Colton 

Director  of  Database 
Marketing 

Informix  Software,  Inc. 

The  World  Wide  Web  is 
an  excellent  example  of 
the  need  for  complex  data  support. 
Effective  Web  sites  contain  embedded 
links  to  other  pages  as  well  as  text, 
images  and,  increasingly,  video  and 
sound.  Complex  search  capabilities 
that  can  do  pattern  matching  from 
visual  images  are  being  deployed. 
Informix-Universal  server  is  the  first 
commercial  object  relational  data 
management  system  to  combine 
industrial-strength  OLTP,  OLAP 
and  infinite  extensibility  through 
DataBlade  class  libraries  into  a  single 
DBMS  engine.  This  session  will  discuss 
the  applications  for  extensible  object 
technology  and  how  to  develop,  build 
and  deploy  DataBlades. 


Strategic  Inflection  Points: 

IT’s  Role  in  NavigatingTurbulence 


Claude  Wimberly 

8bf.l  Field  Enterprise 

Intel  Corporation 

This  presentation  will 
focus  on  some  of  the  things  Intel's  IT 
organization  is  doing  to  anticipate  and 
react  to  the  rapid  changes  and 
potential  strategic  inflection  points  that 
face  Intel  and  other  businesses.  Andy 
Grove's  recent  book.  Only  the  Paranoid 
Survive,  describes  the  concept  of 
"Strategic  Inflection  Points:"  times 
when  the  balance  of  forces  affecting  a 
business  or  industry  shift  from  the  old 
ways  of  doing  business  and  competing 
to  a  new  way  of  doing  business  and 
competing.  Those  companies  who  best 
anticipate  and  adopt  to  these  "10X" 
forces  survive  and  thrive.  IT  can  play  a 
huge  role  in  anticipating  and  reacting 
to  business  turbulence. 


BreakingThrough  the 
Application  Development 
Barrier  with  Best  Practices 

Rick  J.  Pleczko 

Senior  Vice  President 
Product  Marketing 
and  Development 

LBMS,lnc. 

For  years  we  have  been 
told  that  application  development  is 
too  slow,  produces  poor  quality,  costs 
too  much  and  gets  in  the  way  of 
business  initiatives.  Now  we  are 
hearing  about  IT  organizations  that 
are  leading  the  charge,  delivering 
better  solutions  to  the  business, 
enabling  rapid  business  change  and 
achieving  and  sustaining  break¬ 
through  levels  of  performance.  350% 
improvement  in  developer  productiv¬ 
ity,  70%  improvement  in  project 
schedules  and  90%  reductions  in 
defects  have  been  achieved  by  using 
process  management  to  deploy  and 
continuously  improve  industry  and 
organization  best  practices.  This 
session  will  examine  how 
organizations  are  implementing 
process  management  to  dramatically 
improve  performance  in  a  turbulent 
environment. 

Integration  on  the  Run 

Cully  Culbreth 

Director 
Integration  and 
Consulting  Services 
Access  Graphics,  Inc. 

Courtesy  of  Lockheed  Martin  Corporation 

With  a  growth  rate  of  nearly  50%  per 
year,  Access  Graphics  has  had  to  take 
some  dramatic  steps  to  keep  up  with 
business  demands.  With  90%  of 
products  shipped  within  48  hours  of 
order  placement,  those  demands 
require  a  distribution  system  that  is 
agile,  efficient  and  accurate.  As  a 
result.  Access  is  replacing  its  existing 
enterprise-wide  information  system  to 
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improve  interoperability  of  several 
vital  business  applications  including 
order  entry,  purchasing,  inventory, 
marketing  and  customer  database. 
This  session  will  focus  on  the 
importance  of  addressing  cultural 
change  in  the  implementation  of  new 
technology  affecting  the  enterprise 
and  utilizing  tools  which  enable 
communications  and  value-added 
processes  throughout  the  lifecycle  of 
the  project. 


tenure  with  the  company,  potential 
impact  on  their  resume  and  profes¬ 
sional  recognition.  This  session  will 
explore  a  multitude  of  opportunities 
to  enhance  your  success  as  a  change 
agent  and  minimize  your  personal  or 
professional  risk.  Dave  Rogers  will 
reveal  numerous  examples  from  real 
life  situations  that  he  has  encountered 
during  his  career  as  a  technology 
strategist,  visionary  and  vice  presi¬ 
dent  of  corporate  architecture. 


Business  Capable  Networks 


Leadership  in  the  Trenches  of  IT 


Carl  Pavarini 

Vice  President 
Small  Business  Markets 
and  New  Business 
Development 

Lucent  Technologies 


The  rapid  pace  of  today's  business 
environment  is  causing  IT  profession¬ 
als  everywhere  to  continually  examine 
their  voice,  data  and  multimedia 
networks.  For  companies  to  be 
successful  in  the  long  term,  IT  must 
bridge  the  gap  between  delivering  the 
needs  of  today  and  planning  for  the 
future.  This  session  will  examine  the 
forces  changing  the  marketplace  as 
well  as  their  effects  on  today's 
networking,  and  present  a  plan  that 
IT  professionals  can  follow  to  help 
their  companies  realize  "future-proof" 
business  capable  networking. 


Minimizing  Your  Professional 
and  Personal  Risk  as  the  CIO 
Change  Agent 

David  P.  Rodgers 

Vice  President 
Corporate  Architecture 

Sequent  Computer 
Systems,  Inc. 

CIOs  face  two  kinds  of 
risks  directly  related  to  the  role  they 
play  as  change  agent:  personal, 
including  dealing  with  stress,  job 
carry-over  into  the  home  life  and 
personal  relationships  that  extend 
beyond  the  workplace;  and  profes¬ 
sional,  including  career  progression  or 


Paul  Lawryk 

Group  Manager 
Market  Development 
North  America 
Sun  Microsystems,  Inc. 

Maynard  Webb 

Vice  President  and  CIO 
Bay  Networks,  Inc. 

Paul  Lawryk  will 
discuss  leadership 
trends  of  breakthrough 
thinkers  in  the  IT  world  and  show 
some  original  research  100  CTOs  and 
CIOs  about  how  they  secure,  develop 
and  interoperate  their  heterogeneous 
enterprises  in  turbulent  environments 
Maynard  Webb  will  tell  how  he 
implemented  the  most  complex  set  of 
mission  critical  and  distributed 
applications  in  record  time.  He  dealt 
with  an  environment  of  fast  acquisi¬ 
tions,  personnel  turnover,  and  budget 
shifts  using  his  strong  people  and 
leadership  skills. 


EMCON  2000:  A  Program 
Management  Experience 


Cindy  Stoddard 

\  Information  Systems 


Courtesy  of  Texas  Instruments,  Inc. 

Emery  Worldwide  has  embarked 
upon  a  multi-year  effort  to  reengineer 
all  its  core  business  applications.  This 


is  being  accomplished  through  their 
own  efforts  and  direction  without 
assistance  from  3rd  party  integrators. 
This  presentation  will  share  the 
experiences  and  lessons  learned  by 
those  who  have  attempted  this  type  of 
endeavor.  Topics  include  company 
background,  program  history,  strate¬ 
gies,  challenges,  program  governance, 
methods  and  tools  utilized,  accomplish¬ 
ments  and  lessons  learned. 

SmartVideoconferencing  - 
End-User  Training... 

Without  the  Travel 

Tom  Stevenson 

Vice  President  of 
Marketing  and  Strategy 
VTEL  Corporation 

So  you've  made  the 
move  to  client  server  and 
are  pushing  forward  with  your 
corporate  Intranet.  Now,  how  are  you 
going  to  train  all  those  end-users  on  the 
new  software  applications?  Travel 
budgets  are  tight  and  managers  can't 
afford  for  their  limited  resources  to  be 
off  in  class  for  days.  Consider 
videoconferencing  as  the  delivery 
vehicle  for  training  end-users.  Come 
hear  how  other  large  companies  have 
trained  the  masses  across  a  wide 
geography  using  the  power  of  a 
videoconferencing  system  that's  also  a 
PC.  Instructors  can  work  through  real 
software  exercises  with  end-users  while 
they  get  hands-on  time  at  their  own 
desktop  or  in  a  centralized  location  at 
their  workplace.  Video-conferencing 
today  is  for  more  than  just  meetings... 
it  helps  you  get  your  job  done. 


Concurrent  Sessions  will  also 
be  presented  by: 

Centura  Software  Corporation 
Computer  Associates  International,  Inc. 
Ernst  &  Young  LLP 
Hewlett-Packard  Company 
IBM  Corporation 
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Companion  Program  Agenda 


Sunday,  March  23 


3:00pm  -  6:00pm 

Conference  Registration 

7:00pm  -  9:00pm 

Welcome  Reception  & 
Registration 

9:00pm  -  12:00am 

Hospitality/Networking 


6:30pm  -  8:00pm 

Reception 

8:00pm  -  12:00am 

Hospitality/Networking 

Tuesday,  March  25 

7:00am-  8:00am 

Breakfast  with  conference 
participants 


3:30pm  -  5:30pm 

Keynote  session  with 

Peter  Drucker  and  Warren  Bennis 

5:30pm  -  7:00pm 

Reception  with  Peter  Drucker  and 
Warren  Bennis 

7:00pm  -  12:00am 

Hospitality/Networking 

Wednesday,  March  26 


Monday,  March  24 

8:30am  -  9:30am 

Stretch  &Tone  Class 

9:30am  -  10:30am 

Companion  Breakfast 

12:15pm  -  1:30pm 

Luncheon  with  conference 
participants 

1:30pm  -  5:30pm 

San  Diego  by  Land  and  Sea  Tour 


10:15am  -  10:45am 

Coffee  Break 

12:30pm  -  1:30pm 

Luncheon  with  conference 
participants 

3:15pm  -  3:30pm 

Coffee  Break 


7:15am  -  8:00am 

Breakfast  with  conference 
participants 

10:00am  -  10:30am 

Coffee  Break 


Sheraton  San  Diego 
Hotel  &  Marina 


Nestled  at  the  water’s  edge  on  enchanting 
San  Diego  Bay,  the  Sheraton  San  Diego 
Hotel  &  Marina  is  ideally  situated  at  the 
heart  of  a  premier  California  destination. 
Offering  majestic  panoramic  views  of  the  Bay 
and  downtown  San  Diego,  the  1 ,050-room 
hotel  complex  offers  easy  access  to  both  the 
airport  and  numerous  area  attractions  and 
recreational  opportunities. 


Widely  recognized  for  its  rare  blend 
of  scenic  elegance  and  a  total 
preoccupation  with  service,  the 
recently  refashioned  property  offers 
a  breathtaking  tropical  environment 
that  captures  the  true  flavor  of  its 
dramatic  waterfront  surroundings. 
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AQOOM 

Acxiom  Corporation  builds  data  warehouses  for  clients 
whose  businesses  depend  on  scope,  accuracy  and  accessi¬ 
bility  of  customer  information.  Using  a  unique  matrix  of 
services,  software  and  tools  that  transform  data  into 
customer  knowledge,  multiple  internal  databases  are 
integrated  with  external  information  to  drive  powerful, 
knowledge-based  decision  support  applications.  With 
expertise  in  industries  such  as  retail,  banking/finance, 
insurance  and  telecommunications,  Acxiom  helps  clients 
better  understand  their  customers,  build  effective  acquisi¬ 
tion  and  retention  programs,  reduce  response  time  and 
improve  customer  service. 

caBLeTRon 

_ SYsrems 

The  Complete  Networking  Solution™ 

Cabletron  Systems  is  a  leading  maker  of  standards-based 
Ethernet,  Token  Ring,  FDDI,  ATM,  SNA  and  WAN 
networking  solutions,  including  SPECTRUM-an 
enterprisewide  management  system.  Adhering  to  a 
strategic  framework  known  as  Synthesis®,  Cabletron 
provides  the  building  blocks  necessary  to  implement  a 
globally  distributed  platform  of  interconnected  local  and 
wide  area  networks.  With  Synthesis®,  customers  are 
assured  of  a  smooth  migration  from  today's  connectionless, 
router-based  networks  to  the  connection-oriented,  switched 
virtual  networks  of  tomorrow,  including  corporate-wide, 
Web  server-based  intranets. 


Centura 

SOFTWARE  CORPORATION 

formerly  known  as  GUPTA 

Centura  Software's  charter  is  to  help  our  customers 
implement  applications  that  meet  critical  business 
objectives  over  the  long  haul.  We  do  this  by  delivering  the 
powerful  technology  customers  need  to  build  complex, 
large-scale  applications  today,  as  well  as  the  open,  flexible 
architecture  that  keeps  companies  well-positioned  for  the 
future.  Today,  our  Centura  product  line  enables  customers 
to  build  powerful  applications  in  a  single  development 
environment,  and  deploy  them  however  they  need: 
intranets,  the  Internet,  Java  applets,  three-tier,  or  tradi¬ 
tional  client/ server. 


Cisco  Systems 


Cisco  Systems  is  the  world  leader  in  networking,  helping 
customers  exchange  information  without  regard  to 
differences  in  time,  place  or  type  of  computer  system. 
Cisco's  solutions  for  corporate  information  networks  and 
the  global  Internet  lead  to  cost  savings,  process  efficiencies 
and  closer  relationships  with  customers  and  business 
partners.  Cisco  is  a  multi-billion  dollar  company  serving 
large  enterprises,  service  providers  and  small/medium 
businesses.  Cisco  is  a  pioneer  in  applying  Internet 
technology  to  business-critical  applications  such  as 
customer  support,  order-entry,  field  sales,  human 
resources  and  marketing. 


To  enroll,  visit  our  Web  site  at  http://www.cio.com 


Corporate  Hosts 


t Computer • 

/i  5SOCIATE5 

Software  superior  by  design. 

Computer  Associates  International,  Inc.  (NYSE:  CA),  with 
headquarters  in  Islandia,  NY,  is  the  world  leader  in  mission- 
critical  business  software.  The  company  develops,  licenses 
and  supports  more  than  500  integrated  products  that  include 
enterprise  computing  and  information  management, 
application  development,  manufacturing  and  financial 
applications.  CA  has  9,000  people  in  130  offices  in  40 
countries  and  had  revenue  of  more  than  $3.5  billion 
in  fiscal  year  1996.  CA  can  be  reached  by  visiting 
http:  /Avww. cai.com  on  the  World  Wide  Web,  e-mailing 
info@cai.com  or  calling  516-342-5224. 

iw  Data  General 

Data  General  (http:  /Avww.dg. com)  designs  advanced 
systems  using  the  best  available  commodity  technologies, 
builds  software  alliances  to  deliver  leading  enterprise 
applications,  and  provides  comprehensive  services  to 
design,  implement  and  support  business  solutions.  AViiON 
Intel-based  servers,  with  robust  clustering  capabilities,  form 
the  core  of  Data  General's  products.  Complementing  this 
line  are  the  industry-leading  CLARiiON  fault-tolerant  disk 
arrays;  NUMALiiNE  technology  for  the  next  generation 
SMP  systems;  CYBERSHIELD,  the  highest  security 
Internet  server;  and  THiiN  Line  information  appliances 
for  the  Internet. 


or  call  800-366-0246. 


MIL 

A  Global  500  company,  Dell  Computer  Corporation 
designs,  develops,  manufactures,  markets,  services  and 
supports  a  complete  line  of  personal  computers  compatible 
with  industry  standards.  Dell  is  the  world's  leading  direct 
marketer  of  personal  computers  and  one  of  the  top  five 
personal  computer  vendors  in  the  world.  With  headquar¬ 
ters  in  Austin,  Texas  and  27  international  subsidiaries,  Dell 
products  and  services  are  now  available  in  more  than  135 
countries  worldwide. 


=!l  Ernst  &Young  llp 

Ernst  &  Young  LLP,  a  leading  professional  services  firm, 
today  operates  one  of  the  world's  largest  and  most 
influential  management  consulting  practices.  Our  mission 
is  to  add  value  for  our  clients  by  designing  and  implement¬ 
ing  business  solutions  that  result  in  improved  growth  and 
profitability.  Today,  Ernst  &  Young  consultants  are  working 
with  leading  corporations  on  large-scale  reeingineering, 
organizational  change  and  information  technology 
initiatives.  These  efforts  are  resulting  in  dramatic  cost 
savings,  cycle-time  reductions,  knowledge-based  develop¬ 
ment  and  customer  service  innovations  for  clients. 


Whn%  HEWLETT® 
mLEM  PACKARD 

Hewlett-Packard  Company  is  a  leading  global  manufac¬ 
turer  of  computing,  communications  and  measurement 
products  and  services  recognized  for  excellence  in  quality 
and  support.  HP  is  the  second-largest  computer  supplier  in 
the  United  States,  with  revenue  in  excess  of  $38  billion  in  its 
1996  fiscal  year  and  112,000  employees  worldwide.  HP  has 
a  strong  history  of  leadership  in  open  systems  and  in  the 
development  of  standards-based  products.  This  standards- 
based  strategy  enables  customers  to  select  the  best  available 
computer  products  from  HP  and  other  vendors  and  link 
them  into  open,  cooperative  networks  that  make  informa¬ 
tion  easier  to  acquire,  share,  manage  and  use. 
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Hyperion 

J  JLsoftware 


Hyperion  Software  provides  client/server  application 
solutions  that  turn  corporate  data  into  meaningful  business 
information  while  supporting  a  full  range  of  financial 
processes,  including  accounting,  budgeting,  global 
consolidation,  reporting  and  analysis.  By  reengineering 
outdated,  restrictive  procedures  and  practices  we  help 
progressive  enterprises  create  highly  efficient  organiza- 
tions-with  no  limits  as  to  what  can  be  accomplished. 
Hyperion  Software's  client  base  includes  over  3,000  large 
corporations,  including  over  50  percent  of  the  Fortune  500. 
The  company  is  known  for  its  high  level  of  customer 
success.  Visit:  www.hysoft.com. 


® 

IBM  Corporation  is  the  world's  largest  manufacturer  of 
information  systems  for  business,  the  home  and  the 
Internet.  It  is  also  the  world's  largest  software  producer. 
Based  in  the  United  States,  IBM  does  business  in  virtually 
every  country  in  the  world.  In  each  of  these  markets,  it  is 
regarded  as  one  of  the  leading  corporations.  IBM  designs, 
develops,  manufacturers  and  distributes  information 
technology  solutions  that  include  everything  from  sub¬ 
notebook  size  personal  computers  to  the  largest 
supercomputers.  The  hardware  solutions  are  enhanced 
through  IBM's  comprehensive  software,  customer  service 
and  maintenance  offerings.  One  of  the  founding  developers 
of  the  Internet,  IBM  offers  easy  and  comprehensive 
solutions  to  help  people  get  connected  to  the  Internet  and 
take  full  advantage  of  its  tremendous  resources 


Informix  Software,  Inc.  is  the  leading  supplier  of  high 
performance,  parallel  processing  database  technology  for 
open  systems.  Informix  products  also  include  application 
development  tools  for  creating  client/ server  production 
applications,  decision  support  systems,  and  ad-hoc  query 
interfaces,  and  connectivity  software  that  allows  informa¬ 
tion  to  be  shared  transparently  from  PCs  to  mainframes 
within  the  corporate  computing  environment.  Informix's 
corporate  headquarters  is  based  in  Menlo  Park,  CA.  Visit 
Informix's  Web  site  at  http:/ / www.informix.com  for  more 
information. 

inl^l 

In  1971,  Intel  introduced  the  world's  first  microprocessor  and 
sparked  a  computer  revolution  that  has  changed  the  world. 
Today,  Intel  supplies  the  computing  industry  with  chips, 
boards,  systems  and  software.  Intel's  products  are  used  by 
industry  members  as  "building  blocks"  to  create  advanced 
computing  systems  for  PC  users.  Intel's  mission  is  to  be  the 
preeminent  building  block  supplier  to  the  new  computing 
industry  worldwide.  Visit  Intel's  World  Wide  Web  site  at 
http://www.intel.com  for  more  information. 

SLUMS 

LBMS  is  the  leading  provider  of  process  management  tools 
for  Fortune  1000  organizations.  LBMS  Process  Engineer™ 
provides  a  comprehensive  solution  for  organizations  to 
implement  a  "best  practices"  driven  approach  to  software 
development.  It  enables  continuous  improvement  of  the 
development  process  by  capturing  industry  and  organiza¬ 
tion  best  practices,  deploying  them  on  projects,  automating 
team  workflow  and  capturing  process  improvements  based 
on  actual  usage.  Process  Engineer  is  one  component  of 
LBMS's  Process  Management  solution  which  also  includes 
tools  for  deliverables  management  and  component  reuse. 
Visit  LBMS's  Web  site  at  http://www.lbms.com  for  more 
information. 
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LOCKHEED  M  A 


Lockheed  Martin  Corporation  has  emerged  as  the  business 
and  technology  solutions  partner  of  choice  for  clients  who 
demand  competitive,  value-added  innovation  in  their 
information  systems.  With  $9  billion  in  IT  sales  and  more 
than  40,000  information  professionals  worldwide,  Lockheed 
Martin  offers  business  and  IT  architecture  services,  applica¬ 
tions  and  systems  integration,  and  information  processing 
operations  for  commercial  and  government  customers.  Our 
experience  spans  30  years  of  information  management  for 
clients  in  markets  such  as  retail,  manufacturing,  distribu¬ 
tion,  health  care,  and  finance  as  well  as  state  and  local 
governments. 


Since  its  founding  in  1982,  Sun  Microsystems  has  promoted 
a  singular  vision:  "The  network  is  the  computer."  While 
others  protected  proprietary  architectures,  we  focused  on 
developing  and  integrating  many  of  the  core  network 
technologies  that  today  are  at  the  heart  of  the  Internet  and 
corporate  intranets.  This  dedication  to  network  computing 
has  made  our  hardware,  software  and  services  the  choice  of 
leading  companies  worldwide-in  manufacturing,  telecom¬ 
munications,  financial  services  and  everywhere  network 
computing  is  used. 


Lucent  Technologies 

Bell  Labs  Innovations 

We  make  the  things  that  make  communications  work... 
Lucent  Technologies  combines  the  systems  and  technology 
units  that  were  formerly  a  part  of  AT&T  with  the  research 
and  development  capabilities  of  Bell  Labs.  Our  mission  is 
to  provide  customers  with  the  world's  best  and  most 
innovative  data  and  communications  networking  systems, 
products,  technologies  and  customer  support.  Fueled  by 
excellent  people,  Lucent  Technologies  began  its  new  life  in 
1996  as  a  Fortune  40  company. 


Sequent  Computer  Systems  is  a  proven  innovator  uniquely 
capable  of  delivering  mainframe-plus  client/ server 
computing  systems  that  are  guaranteed  to  perform.  Sequent 
has  developed  the  world's  first  production-level  Intel-based 
NUMA  computer  based  on  its  NUMA-Q  architecture  to 
deliver  substantially  greater  speed  and  performance  than 
current  SMP  systems.  Offering  complete  solutions  through 
consulting,  educational  and  professional  services.  Sequent 
hardware  servers  support  online  transaction  procession 
(OLTP),  decision  support  (DSS)  and  Internet-based 
applications  in  more  than  8,000  installations  worldwide. 


-W  Tcyas 

Instruments 

Texas  Instruments  is  a  global,  high-technology  company 
with  annual  revenues  in  excess  of  $13  billion,  and  Texas 
Instruments  Software  —  founded  in  1982  —  can  justifiably 
claim  to  be  the  world  leader  in  application  development 
software  tools  and  services.  Our  international  customer  list 
includes  many  instantly  recognizable  companies,  including 
over  1,000  world-renowned  corporate  customers.  Using 
Texas  Instruments  Software  products  and  services,  they 
have  been  able  to  implement  flexible,  quality  applications 
—  easily,  rapidly  and  cost  effectively. 


VTEL  Corporation,  based  in  Austin,  Texas,  is  the  industry 
leader  in  applications  oriented  videoconferencing.  The 
company  dominates  the  distance  learning  and  healthcare 
markets  through  the  value-added  flexibility  of  the  PC-based 
open  architecture  design  of  its  products.  Using  the 
company's  Enterprise  Series™  products,  customers  are  able 
to  demonstrate  the  impact  and  effectiveness  of  face-to-face 
meetings.  With  fiscal  1996  revenues  of  $91  million,  and 
approximately  500  employees,  the  company  distributes  its 
products  through  a  global  network  of  distribution  partners. 


To  enroll,  visit  our  Web  site  at  http://www.cio.com  or  call  800-366-0246. 


ENROLLMENT  FORM 


Leading  the  Charge  in  Turbulent  Environments: 

IT  as  a  Change  Agent 

March  23-26,  1997  •  Sheraton  San  Diego  Hotel  &  Marina  •  San  Diego,  CA 


Please  visit  our  Web  site  at  http://www.cio.com  or  Fax  to  508-879-7720.  You  can  also  Call  us 
at  800-366-0246  or  Mail  completed  form  to:  Executive  Programs,  CIO  Communications,  Inc., 
492  Old  Connecticut  Path,  Framingham,  MA  01701. 


NAME 


TITLE 


COMPANY 


ADDRESS  MAIL  STOP 


CITY  STATE  ZIP  CODE 
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Please 
Attach 
Business 
Card  Here 


PHONE 


FAX 


E-MAIL 


COMPANY  WEB  SITE  ADDRESS 


WHAT  IS  YOUR  INDUSTRY? 


YOUR  NAME  AS  YOU  WANT  IT  TO  APPEAR  ON  YOUR  BADGE 


HOTEL  ARRIVAL  DATE 


HOTEL  DEPARTURE  DATE 


NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 


TIJ2 


CHECK  ALL  THAT  APPLY: 

ENROLLMENT  FEE 

□  IS  Practitioners/Executives 

If  you  are  a  CIO,  IS  executive  or  hold 
another  executive  position,  the  fee 
is  $1,595. 

□  Government/Military 

The  fee,  which  includes  your  hotel  for 
three  nights,  is  $1,993.  Do  not  make  your 
own  hotel  reservations.  CIO  ivill  make 
them  for  you. 

□  Sales/Marketing/Consulting 

If  you  hold  a  sales,  marketing,  new 
business  development  or  consulting 
position,  the  enrollment  fee  is  $5,000. 
CIO  will  make  the  final  determination 
of  this  category. 


OTHER  ACTIVITIES 

□  COMPANION  PROGRAM  ($275) 

Companions  must  be  enrolled  in  this  program  to 
attend  any  conference-related  functions.  Includes 
all  scheduled  meals,  receptions,  entertainment, 
companion  breakfast,  stretch  and  tone  class,  and 
a  scenic  San  Diego  by  Land  and  Sea  Tour. 
Conference  session  attendance  not  included. 

□  I  will  not  be  staying  at  the  Sheraton 
San  Diego  Hotel  &  Marina 


Name  of  alternate  hotel 

□  GOLF  TOURNAMENT 

Yes,  I'd  like  to  participate  in  the  golf  tournament 
on  Sunday,  March  23  at  10:00am. 

Hosted  by  Sun  Microsystems,  Inc. 


ATTIRE 

Casual!  Please,  no  suits, 
ties  or  business  attire! 

HOTEL  ACCOMMODATIONS 

A  block  of  rooms  has  been  reserved  at  the 
Sheraton  San  Diego  Hotel  &  Marina.  We  urge 
you  to  make  your  reservations  early  by  calling 
the  hotel  at  619-692-2265.  Be  sure  to  identify 
yourself  as  part  of  the  CIO  conference  to 
receive  the  conference  rate.  Please  make  your 
reservations  early  and  guarantee  your  room 
with  a  credit  card,  as  all  unreserved  or 
unguaranteed  rooms  will  be  released  on 
2/23/97.  Hotel  reservations/cancellations  and 
charges  are  your  responsibility.  CIO  will  make 
hotel  reservations  for  government /military 
participants  only. 

TRANSPORTATION 

American  Airlines  is  the  official  conference 
carrier.  Call  American  at  800-433-1790  and 
reference  Star  File  4S1237MA.  AVIS  is  the 
official  car  rental  provider.  Call  AVIS  at 
800-331-1600  and  reference  B766657. 

ENROLLMENT  FEES 

All  enrollment  fees  must  be  paid  in 
advance  of  the  meeting.  Fee  includes 
conference  sessions,  concurrent  sessions, 
corporate  host  displays,  conference  materials 
and  scheduled  meals.  Transportation,  hotel 
and  recreation  are  your  responsibility. 

CANCELLATION 

You  may  cancel  your  enrollment  up  to  3/7/97 
without  penalty.  No  refund  or  credit  will 
be  given  for  cancellations  received  on  or 
after  3/7/97.  You  may  send  a  substitute  in 
your  place. 

CIO  reserves  the  right  to  decline  enrollment 
to  any  registrant. 


PAYMENT  INFORMATION  (Please  make  checks  payable  to  CIO  Communications,  Inc.) 

□  Check  enclosed  □  Bill  company  (A  purchase  order  #  must  be  submitted) 

□  P.O.  #  _ 

□  Credit  card  # _ 

□  AMEX  □  VISA  □  MC  Exp.  _ 

Signature:  _ 

TO  ENROLL  CALL  800-366-0246,  visit  our  WEB  SITE  at 
http://www.cio.com  or  FAX  us  at  508-879-7720. 
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KNOWLEDGE  MANAGEMENT 


Further  Reading 


Books 


■  InfoMap:  A  Complete  Guide  to  Discover¬ 
ing  Corporate  Information  Resources 
Cornelius  F.  Burk  Jr.  and  Forest  W.  Horton  Jr. 
(Prentice  Hall,  1988) 

■  Information  Revolution:  Pathway 
to  the  21st  Century 
Professional  Papers  from  the  87th 
Annual  Conference  of  the  SLA 
(Special  Libraries  Association,  1996) 

■  Internet  Tools  of  the  Profession: 

A  Guide  for  Special  Librarians 
Edited  by  Hope  Tillman 

(Special  Libraries  Association,  1995) 

■  Opening  New  Doors: 

Alternative  Careers  for  Librarians 
Edited  by  Ellis  Mount 

(Special  Libraries  Association,  1993) 


Other  Resources 


■  “Blow  Up  the  Corporate  Library” 

Thomas  H.  Davenport  and  Larry  Prusak 
(Pages  405-412,  International  Journal  of  In¬ 
formation  Management,  Number  13,1 993) 

■  “Competencies  for  Special  Librarians 
of  the  2 1  st  Century” 

Joanne  Marshall,  Bill  Fisher,  Lynda 
Moulton  and  Roberta  Piccoli 
(Special  Libraries  Association,  1996) 
Available  at  www.sla.org/professional/ 
competency.html 

■  The  Value  of  Corporate  Libraries: 

Findings  from  a  1 995  Survey  of  Senior 
Management 

James  M.  Matarazzo  and  Larry  Prusak 
(Special  Libraries  Association,  1995) 


pany,”  Lemon  says.  “Some  [sources  of  in¬ 
formation]  are  more  valuable  than  oth¬ 
ers.  We  can  make  these  decisions  better 
than  users.” 

Many  companies  can’t  utilize  digital 
libraries  fully  because  corporate  culture 
and  behavior  have  not  changed  with  the 
technology.  “Behavior  is  90  percent  of 
the  challenge,”  says  Michuda.  To  get 
over  this  hump,  library  designers  must 
make  sure  that  resources  appeal  to  users, 
he  says.  This  is  a  threefold  challenge. 
First,  designers  must  fully  understand 
and  effectively  meet  users’  content  needs. 


They  must  then  make  it 
clear  to  users  that  the  li¬ 
brary  framework  and  the 
information  it  makes  ac¬ 
cessible  really  will  help 
them  do  their  jobs  better 
by  integrating  the  library 
as  a  critical  part  of  the 
company’s  business  pro¬ 
cess.  Finally,  the  design 
itself  must  make  sense  for 
the  company’s  users.  If  the 
interface  is  kludgy  or  the 
library  is  difficult  to  navi¬ 
gate,  it  won’t  matter  what 
information  is  available. 
“Access  to  the  system  has 
to  reflect  the  user  commu¬ 
nity,”  Michuda  says. 

Designers  of  Sequent 
Computer  Systems  Inc.’s 
internal  knowledge  re¬ 
source  center — called  the 
Sequent  Corporate  Elec¬ 
tronic  Library  (SCEL) — 
erred  by  focusing  too  in¬ 
tently  on  ease  of  use  on 
the  publishing  side,  says 
Michael  Lee  Squires,  dig¬ 
ital  library  champion  for 
Sequent’s  Internet  technol¬ 
ogies  group.  Not  enough 
attention  was  paid  to  orga¬ 
nizational  issues  of  infor¬ 
mation  access.  Because  it 
was  so  easy  to  publish  ma¬ 
terial  on  SCEL,  users  treat¬ 
ed  the  digital  library  as  a 
file  server  or  Web  server 
and  created  pockets  of  sim- 
ilar  information  without 
grouping  related  material 
together.  That  made  nav¬ 
igation  difficult,  and  em¬ 
ployees  were  frustrated  by 
the  inconsistent  organization. 

To  remedy  the  problem,  Squires  reor¬ 
ganized  the  company’s  knowledge  base 
and  established  views  for  looking  at  the 
information  hierarchically  and  depart- 
mentally,  along  the  value  chain  and  by 
timeliness.  Users  who  knew  which  de¬ 
partment  was  responsible  for  the  mate¬ 
rial  they  needed  could  navigate  the  li¬ 
brary  using  an  organizational  chart. 
Users  who  didn’t  know  where  to  find 
what  they  needed  but  who  knew  wheth¬ 
er  their  needs  matched  value-chain  cate¬ 
gories  such  as  competition,  sales  and  pro¬ 


cess  could  use  the  value  chain  as  an  entry 
point.  And  people  who  needed  time-sen¬ 
sitive  news  about  current  events,  the  stock 
market  or  new  technologies  could  access 
that  perishable  information  easily. 

Sequent  also  established  a  publishing 
protocol  so  that  all  information  added  to 
SCEL  would  be  tagged  with  consistent 
meta  data  recording  authorship  and 
other  identifying  information.  The  meta 
data  makes  searching  for  material  easier 
and  makes  knowledge  mapping  and 
human-resource  sharing  more  efficient, 
Squires  says.  In  fact,  the  people  who  cod¬ 
ify  their  knowledge  for  the  electronic  li¬ 
brary  are  often  better  resources  than  their 
own  documents  and  databases.  “We  can 
exercise  all  the  library  science  we  want,” 
says  Squires,  “but  if  you’re  the  owner  of 
information,  you  know  the  information 
better  than  anyone  else  and  you  know 
the  kind  of  questions  people  ask.” 

In  1995,  when  Owens  Corning  started 
work  on  Infomap,  its  in-house  knowl¬ 
edge  resource  center,  Lemon  and  Koluch 
teamed  up  to  link  databases  and  sub¬ 
scriptions  to  online  content  providers 
under  one  umbrella.  Lemon  says  the 
biggest  challenge  in  developing  Info¬ 
map,  which  has  been  up  and  running 

Hypertext  and  other  dynamic 
linking  methods  allow  libraries 
to  be  works  in  progress,  always 
drawing  on  the  best  and 
newest  information  sources . 

since  mid- 1996,  was  creating  a  seamless 
architecture.  Drawing  on  test  runs  and 
her  12  years  of  library  experience  at 
Owens  Corning,  Lemon  analyzed  how 
people  look  for  information,  then  orga¬ 
nized  the  company’s  online  resources  by 
subject  and  function,  enabling  users  to 
start  with  broad  topic  areas  and  then 
drill  down  to  their  specific  questions.  She 
designed  Infomap  to  let  employees  plot 
a  decision  tree  to  help  them  decide  when 
to  use  what  sources  and  determine  what 
information  they  needed  based  on  func¬ 
tion  and  situation.  As  the  map  and  tree 
got  more  complicated  and  the  connec¬ 
tions  between  different  resources  be¬ 
came  more  complex,  Lemon  decided 
that  taking  the  resource  center  to  the 
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Web,  with  its  ease  of  navigation  and 
maintenance,  was  the  only  way  to  make 
it  practical.  “It  got  hairy  real  fast,”  she 
says.  “It  was  almost  out  of  control.”  By 
using  the  Web  rather  than  digging 
through  each  separate  database,  users 
can  just  hop  by  hypertext  link  from  one 
topic  to  the  next. 

Infomap  streamlines  the  search  pro¬ 
cess  by  providing  access  to  resources 
based  on  topical  cues,  Lemon  says.  In 
fact,  users  don’t  even  need  to  know  what 
source  they’re  accessing  when  they  look 
for  answers.  “They  don’t  have  to  know 
what  it  is,  where  it  is  or  why  it’s  there,” 
she  says.  “They  don’t  care  how  they  get 
it.  They  shouldn’t  have  to  know.” 
Lemon  can  also  change  the  resources 
being  used  without  disrupting  em¬ 
ployees’  access  to  information. 

Transparent  resource  navigation  can 
be  especially  critical  when  consolidat¬ 
ing  a  wide  range  of  dynamic  informa¬ 
tion  sources.  In  1994,  international 
management  consultancy  Coopers  & 
Lybrand  started  to  consolidate  more 
than  30  uncoordinated  libraries  that 
served  its  16,000  U.S.  em¬ 
ployees  in  more  than  100  // 

locations.  The  resulting 
system,  CyberLYB,  uses 
the  Internet,  an  intranet 
and  Lotus  Notes  to  estab¬ 
lish  networks  of  expertise 
and  a  countrywide  knowl¬ 
edge  map.  Eventually,  Cy¬ 
berLYB  will  be  available  to 
the  firm’s  72,000  employ¬ 
ees  worldwide. 

C&L’s  Chwalek  says  the  company 
decides  what  resources  to  offer  based  on 
what  employees  need  to  access  most 
often.  Some  resources  are  tailored  to 
meet  the  needs  of  various  departments. 
For  example,  the  level  of  detail  needed 
by  an  executive  who’s  going  to  attend  a 
dinner  with  another  company’s  ex¬ 
ecutives  is  markedly  lower  than  that 
needed  by  someone  placing  a  bid  on  a 
job.  “You  really  need  to  understand  the 
purpose  for  which  the  information  is  go¬ 
ing  to  be  employed,”  Chwalek  says. 

While  CyberLYB  is  only  one  of  six 
sections  in  Coopers  &  Lybrand’s  in¬ 
tranet,  it  draws  on  resources  from  the 
other  business-unit-specific  parts  as 
well  as  from  external  Web  sites  and 
internal  Notes  databases.  It  also  includes 


various  news  wires  and 
periodicals  from  vendors 
and  independent  sources, 
the  Coopers  &  Lybrand 
News  Network  and  a  guide 
to  internal  databases,  says 
Trish  Foy,  the  company’s 
director  of  library  and 
knowledge  strategies.  But 
CyberLYB  doesn’t  include 
or  link  to  every  resource 
available  at  Coopers  & 

Lybrand.  “One  size  does 
not  fit  all  needs,”  Foy 
says.  “There  is  going  to 
be  a  subset  of  infor¬ 
mation  that  will  never  be  a  part  of  the 
CyberLYB.” 

Not  all  organizations  choose 
to  develop  a  centralized  model, 
however.  W.L.  Gore  &  Associ¬ 
ates  Inc.,  the  Newark,  Del. -based  manu¬ 
facturer  known  for  its  Gore-Tex  outer¬ 
wear  fabric,  has  decided  not  to  establish 
a  companywide  library  other  than 
shared  Notes  databases  for  its  40  loca¬ 


tions  in  the  United  States,  the  United 
Kingdom  and  Germany.  The  company’s 
executives  believe  one  library  can’t 
serve  everyone’s  specific  needs  effective¬ 
ly.  Instead,  says  Jamie  Zingaro,  a  re¬ 
search  information  specialist  for  Gore, 
individual  business  units  are  encour¬ 
aged  to  establish  their  own  knowledge 
resource  centers.  Zingaro’s  group  helps 
set  them  up  and  provides  support  along 
the  way,  but  each  business  unit  deter¬ 
mines  what  its  knowledge  center  will  in¬ 
clude  and  assumes  responsibility  for 
maintaining  it.  “If  someone  asks  for  a 
database  to  be  created,  they  should  make 
a  commitment  to  manage  that  data¬ 
base,”  Zingaro  says.  “We  have  a  ‘sysop’ 
mentality.  For  those  folks  who  want  to 
do  that,  we’re  more  than  willing  to  set 
that  up.” 


Even  though  Gore  doesn’t  have  a 
worldwide  digital  library,  the  company 
has  a  small-scale  library  for  corporate 
data  that  comprises  Net  resources  and 
some  external  data  sources.  And  Zin¬ 
garo’s  group  also  serves  as  a  central  clear¬ 
inghouse,  providing  a  master  plan  of  all 
resources  through  the  company’s  Notes 
database  as  well  as  contact  information. 
That  way  an  employee  in  one  part  of  the 
company  can  find  out  what  resources  are 
available  elsewhere,  and 
users  of  individual  data¬ 
bases  know  whom  to  con¬ 
tact  with  questions,  com¬ 
ments  and  complaints.  An 
e-mail  link  might  be  a  rudi¬ 
mentary  form  of  knowledge 
mapping,  but  it  can  also 
make  database  managers 
more  responsible.  “People 
are  able  to  tell  who’s  work¬ 
ing  on  what,”  says  Zingaro. 

The  library  model  is  a  useful  way  to 
conceptualize  the  ways  many  companies 
are  beginning  to  organize  and  provide 
access  to  information,  mixing  library  sci¬ 
ence  and  knowledge  management  with 
today’s  networking  tools.  Librarians 
themselves  are  stepping  out  of  the  role 
of  information  gopher  and  into  that  of 
organizer,  value  assessor  and  teacher.  “I 
don’t  think  libraries  were  ever  meant  to 
be  warehouses  of  knowledge,”  says 
Mary  Lee  Kennedy,  manager  of  Digital 
Equipment  Corp.’s  corporate  library 
group.  “I  don’t  want  to  be  a  gatekeeper. 
I  really  see  us  as  designers,  facilitators 
and  analyzers  of  information.”  QS1 

Staff  Writer  Heath  Row  can  he  reached 
at  hrow@cio.com. 


Users  don't  have  to  know  what  information  source 
they're  accessing,  where  it  is  or  why  it's  there. 
They  don't  care  how  they  get  it. 

They  shouldn't  have  to  know." 

-Nancy  Lemon 
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Notebooks  were  designed  for  travel.  But  this 
is  ridiculous.  Do  you  really  have  time  for 
this  run  around?  We  think  not.  After  all,  you 
have  real  work  to  do.  So  consider  this:  Get 
your  notebooks  directly  from  Dell  .  Get  your 
support  from  the  people  who  built  the 
computer.  Avoid  the  middleman.  Avoid  the 


mark-ups.  Avoid  the  waiting.  Ditto  the  buck 
passing  and  the  frustration.  Get  satisfaction. 
Fast. 

We  can  deliver  our  award-winning  Dell 
Latitude  XPi  notebooks  complete  with  CD-ROM 
drive  in  days  instead  of  weeks.  And  when 
they  arrive,  they'll  be  ready  to  go.  Because 


they'll  be  custom  configured  to  your  exact 
specifications. 

You  take  them  out  of  the  box.  You  send  them 
on  the  road.  You  could  be  receiving  thank-you 
emails  from  your  employees  before  you'd  see 
anything  but  an  invoice  from  most  other  vendors. 

So  how  about  it?  Give  us  a  call. 
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DELL  LATITUDE'  XPi  CD  P150ST 

150MHz  PENTIUM®  PROCESSOR 

•  12.1"  SVGA  Active  Matrix  Color  Display 

•  16MB  RAM  (48MB  Max.) 

•  810MB  Hard  Drive  (2.1GB  Max.) 

•  256KB  L2  Cache 

•  Internal  6X  CD-ROM  Drive  and  3.5"  Floppy  Drive 

•  Enhanced  PCI  Bus  with  128-bit 
Graphics  Accelerator 

•  Integrated  4  Speaker  16-bit  Stereo  Sound 
with  3D  Spatializer  Technology 

•  Smart  Lithium  Ion  Battery 

•  Two  IrDA  1.1  Standard  Compliant  Ports 

•  Optical  Trackball /7.1  Pounds 

•  3  Year  Extendable  Limited  Warranty1 
PICTURED  SYSTEM 

$4199 

Business  Lease0:  $151 /Mo. 

Order  Code:  #300347 

DELL  LATITUDE  LM  P133ST 

133MHz  PENTIUM  PROCESSOR 

•  12.1"  SVGA  Active  Matrix  Color  Display 

•  16MB  RAM  (40MB  Max.) 

•  810MB  Hard  Drive  (1.3GB  Max.) 

•  256KB  L2  Cache 

•  Options  Bay  accepts  6X  CD-ROM, 

3.5"  Floppy  Drive  or  2nd  Li-Ion  Battery 

•  PCI  Bus  with  128-bit  Graphics  Accelerator 

•  Integrated  16-bit  Stereo  Sound 

•  Smart  Lithium  Ion  Battery 

•  Touchpad 

•  IrDA  1.0  Standard  Compliant 

•  Under  7  Pounds* 

•  3  Year  Extendable  Limited  Warranty 


DELL  LATITUDE  XPi  P133ST 

133MHz  PENTIUM  PROCESSOR 

•  11.3"  SVGA  Active  Matrix  Color  Display 

•  16MB  RAM  (40MB  Max.) 

•  810MB  Hard  Drive  (2.1GB  Max.) 

•  256KB  L2  Cache 

•  PCI  Bus  with  128-bit  Graphics  Accelerator 

•  Integrated  16-bit  Sound  with  Built-in 
Dual-ported  Speakers 

•  Smart  Lithium  Ion  Battery 

•  IrDA  1.0  Standard  Compliant 

•  Optical  Trackball /6.1  Pounds 

•  3.5"  Floppy  Drive 

•  3  Year  Extendable  Limited  Warranty 


$3499 

Business  Lease:  $129/Mo. 

Order  Code:  #300340 

DELL  LATITUDE  LM  P100SD 

100MHz  PENTIUM  PROCESSOR 

•  11.3"  SVGA  Dual  Scan  Color  Display 

•  24MB  RAM  (40MB  Max.) 

•  1.3GB  Hard  Drive 

•  256KB  L2  Cache 

•  Options  Bay  accepts  6X  CD-ROM, 

3.5"  Floppy  Drive  or  2nd  Li-Ion  Battery 

•  PCI  Bus  with  128-bit  Graphics  Accelerator 

•  Integrated  16-bit  Stereo  Sound 

•  Smart  Lithium  Ion  Battery 

•  Touchpad 

•  IrDA  1.0  Standard  Compliant 

•  Under  7  Pounds* 

•  28.8  X  JACK®/Cabled  Modem 

•  1  Year  Extendable  Limited  Warranty1 

$2599 

Business  Lease:  S96/Mo. 

Order  Code:  #800072 


$3199 

Business  Lease:  $11 8/Mo. 
Order  Code:  #300341 


D&LL 

888-425-3355 

http://www.dell.com 

Mon-Fri  7am-9pm  CT  •  Sat  10am-6pm  CT 
Sun  12pm-5pm  In  Canada?  call  800-839-0148 
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Makeover  Medicine 

In  times  of  crisis,  a  healthy  dose  of  IT  can  help 
businesses  rebound,  rebuild  or  regain 
their  competitive  edge 


products  as  Hefty  trash  bags  and 
turkey  basters,  needed  IT  to  help  it 
come  back  from  a  near-death  experi¬ 
ence  in  1991,  when  the  company’s 
stock  was  at  an  all-time  low  and  its 
debt  was  $9.3  billion.  A  benchmark 
analysis  of  its  competitors  revealed  that 


BY  JENNIFER  BRESNAHAN 


IT  MAY  BE  THE  MOST  DRAMATIC 
turnaround  story  of  the  modern 
business  era.  In  1982,  seven  peo¬ 
ple  in  the  Chicago  area  died  from 
ingesting  cyanide-laced  Tylenol 
capsules.  The  crisis  created  a  public 
relations  nightmare  for  Johnson  & 
Johnson,  whose  subsidiary,  McNeil 
Consumer  Products  Co.,  manufac¬ 
tures  Tylenol.  Johnson  &  Johnson  re¬ 
sponded  by  recalling  thousands  of 
Tylenol  products  nationwide  and  by 
introducing  tamper-proof  packaging. 
But  in  1 986,  after  public  fear  had  sub¬ 
sided,  there  was  another  incident — 
another  death.  This  time  Tylenol  took 
its  gel  capsules  off  the  market  and  re¬ 
placed  them  with  new,  solid  caplets 
that  were  less  susceptible  to  tamper¬ 
ing.  The  response  was  swift,  but  the 
damage  was  done.  Experts  predicted 
it  was  only  a  matter  of  time  before 
Tylenol  simply  ceased  to  exist. 

Yet,  more  than  a  decade  later, 
Tylenol  is  still  very  much  alive.  Why? 
That  was  the  question  posed  by 
Richard  Tedlow,  professor  of  business 
administration  at  the  Harvard  Busi¬ 
ness  School,  to  the  468  attendees  of 
the  15th  CIO  Perspectives  conference, 
“IT  Turnarounds,  Transformations 
and  Recoveries,”  held  Oct.  13-16  at 
La  Quinta  Resort  in  La  Quinta,  Calif. 
It  was  a  question  designed  to  make 
conference  attendees  see  how  compa¬ 
nies  can  bounce  back  from  even  the 
worst  setbacks.  The  answer  in  the 
Tylenol  case  was  that  the  CEO  made 
all  the  difference.  Demonstrating  the 


strong  leadership  skills 
Tedlow  identifies  as 
crucial  to  any  business 
recovery,  Johnson  & 

Johnson’s  CEO  immedi¬ 
ately  accepted  responsi¬ 
bility  for  the  crisis  and 
then  took  strong,  public 
action  to  mobilize  inter¬ 
nal  resources,  preserve 
public  safety  and  pre¬ 
vent  further  incidents. 

Not  all  business  turn¬ 
arounds  are  played  out 
as  publicly  and  dramatical¬ 
ly  as  the  Tylenol  case,  and  it 
isn’t  always  the  CEO  alone 
who  comes  to  the  rescue. 

Often,  the  CIO  also  is  right 
there  at  the  center  of  a  business 
crisis,  building  IT  as  a  dam  to  help 
stem  the  tide.  That  point  was  brought 
home  by  many  Perspectives  speakers, 
who  cited  IT  as  key  to  their  companies’ 
ability  to  emerge  strong  from  turn¬ 
arounds,  transformations  and  growth. 
Whether  a  company  is  in  crisis  or 
growth  mode,  or  simply  wants  to 
improve,  the  speakers  agreed  that  sig¬ 
nificant  business  change  often  depends 
on  strong  IT  tools  and  guidance. 

Turnaround 

“There  are  no  system  projects — only 
business  projects  enabled  by  IT,”  said 
Karen  L.  McKemie,  executive  project 
director  of  finance  for  Tenneco  Business 
Services,  headquartered  in  Houston. 
Tenneco,  manufacturer  of  such  diverse 


"There  are  no  system  projects— 
only  business  projects  enabled  by  IT." 

-Karen  McKemie 


even  for  something  as  simple  as  pro¬ 
cessing  a  single  invoice,  Tenneco’s  costs 
were  twice  the  median  of  its  competi¬ 
tion’s.  The  only  way  for  Tenneco  to 
recover  was  to  reduce  its  manufactur¬ 
ing  costs  and  create  efficient  manage¬ 
ment — and  that’s  where  IS  came  in. 
Tenneco’s  strategy  was  to  create  shared 
services  in  IS,  finance,  HR  and  other 
common  functions  to  eliminate  redun¬ 
dancies  in  business  processes.  Since 
October,  when  the  first  shared  services 
implementation  was  rolled  out,  all 
departments  have  used  the  same  finan¬ 
cial  services  system,  resulting  in  orga¬ 
nizational  flexibility,  standardization 
and  a  common  language  for  informa¬ 
tion  transfer.  In  addition,  the  company 
just  began  implementation  of  a  three- 
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year  SAP  project,  which  McKemie  pro¬ 
jects  will  save  the  company  $150  million 
per  year  when  completed. 

Transformation 

Johns  Hopkins  Health  System,  based  in 
Baltimore,  wasn’t  on  the  verge  of  failure 
before  its  transformation,  but  the  lack  of 
a  universally  accepted  IT  strategy  kept  it 
from  reaching  its  full  potential. 

Before  the  40,000-bed,  270,000- 
outpatient  hospital  system  start¬ 
ed  its  IT  transformation  in  1994, 
its  IS  department  was  “juggling 
priorities  without  a  whole  lot  of 
rhyme  or  reason,”  said  Stephanie 
L.  Reel,  vice  president  and  CIO  of 
Johns  Hopkins  Medicine  Center 
for  Information  Services.  Meeting  the 
needs  of  the  Johns  Hopkins  staff,  she 
said,  was  the  single  biggest  obstacle 
to  change.  “Imagine  it  is  your  job  to 
serve  1,000  CEOs,  each  with  his  or  her 
own  business,  each  with  total  autonomy, 
each  empowered  to  be  an  entrepreneur 
who  can  do  whatever  it  takes  to  get 
something  done,”  Reel  said.  “Each  of 
them  can  look  in  the  mirror  every  morn¬ 
ing  and  say,  ‘I  am  the  best  in  the  world  at 
what  I  do.”’ 

Reel  knew  that  the  only  way  to  gain 
acceptance  for  the  changes  her  depart¬ 
ment  suggested  was  to  empower  and 
involve  her  users  in  the  implementation 
process.  She  formed  several  technology 
advisory  boards  heavily  composed  of 
physicians.  And  every  change  that  was 


restructuring  IS  governance,  establishing 
a  new  mechanism  for  prioritizing  projects 
and  developing  a  new,  collaborative  rela¬ 
tionship  with  IT  users,  IS  has  begun  to 
optimize  its  resources.  The  user  partner¬ 
ship  has  been  especially  key  to  helping  IS 
meet  Johns  Hopkins’  strategic  needs.  “It’s 
far  less  frightening  to  take  a  risk  when 
you  have  a  close  partnership,”  Reel  said. 


"Never  before  has  there  been  a  better  time 
to  be  an  industry  revolutionary,  ora 
more  dangerous  time  to  bean  incumbent." 

-Gary  Hamel 


Lunch  outdoors  provided 
opportunities  to  compare  notes. 


made  was  made  slowly  and  with  “a 
healthy  respect  for  the  past,”  she  said.  By 


Growth 

The  same  principles  behind  turnaround 
and  transformation  also  apply  to  handling 
tremendous  growth  and  change.  Victoria’s 
Secret  Stores,  for  example,  which  com¬ 
prised  four  stores  in  1982  and  700-plus 
by  1995,  found  itself  growing  faster  than 
it  could  handle.  But  executives  were  will¬ 
ing  to  change.  “We’re  in  a  fashion  busi¬ 
ness;  our  culture  is  all  about  change,”  said 
Rick  Amari,  vice  president  of  information 
systems.  The  trick  was  to  encourage 
growth  without  expanding  the  company’s 
manufacturing  and  distribution  facilities. 
The  $2  billion  division  of  Limited  Inc. 
focused  on  three  solutions:  dynamic 
replenishment,  vendor-managed  invento¬ 
ry  and  a  data  warehouse.  “Streamlined 
processes  make  satisfied  sales  associates, 
who  make  satisfied  customers,  which 
increases  profits,”  Amari  said. 

Cycle  times 

Another  way  CIOs  can  help  keep  their 
companies  out  of  trouble  is  to  concen¬ 
trate  on  improving  the  cycle  time  of  their 
IT  projects,  suggested  conference  moder¬ 
ator  James  C.  Wetherbe,  director  of  the 
MIS  Research  Center  at  the  University  of 
Minnesota,  and  a  professor  and  director 
of  the  Center  for  Cycle  Time  Research  at 
the  University  of  Memphis.  “Cycle  time 
is  not  speeding  things  up  to  create  more 
stress;  it’s  giving  time  back  to  you,” 
Wetherbe  said.  “Of  the  100  percent  of 
the  time  it  takes  to  get  something  done, 
only  3  percent  is  actually  necessary. 
Ninety-seven  percent  of  the  time  goes  to 
waiting  for  it,  scheduling  it,  losing  it,  find¬ 
ing  it  and  expediting  it.” 


National  Car  Rental  is 
one  good  example  of  a 
company  that  reduced  its 
cycle  time  to  the  customer’s 
benefit,  Wetherbe  said.  By  maintaining 
and  sharing  user  profiles  of  customer 
preferences  (such  as  automobile  models 
and  accessories),  National  matches  its 
customers  to  the  cars  they  want  without 
having  to  ask  repetitive  questions. 

Keynote  speaker  Gary  Hamel,  a  pro¬ 
fessor  at  the  London  Business  School 
and  chairman  of  Strategos,  a  business 
strategy  group  dedicated  to  preparing 
for  the  future,  agreed  that  CIOs  must 
rethink  how  they  measure  change  if  they 
hope  to  provide  the  means  for  business¬ 
es  to  reverse — or  prevent — misfortunes. 
Reengineering,  for  example,  “is  more 
about  catching  up  than  reinventing  the 
future,”  said  Hamel.  And  downsizing  is 
like  trying  to  make  a  fat  person  thin  by 
cutting  off  his  leg — you  end  up  with  a 
one-legged  fat  person. 

The  only  way  for  companies  to  guar¬ 
antee  future  competitiveness  is  to  rein¬ 
vent  their  industry.  “If  you  want  to  think 
about  the  future,  forget  about  market 
share  and  economic  value  added,”  said 
Hamel.  “I’d  like  to  suggest  a  new  mea¬ 
sure:  What  is  your  share  of  the  new 
wealth  that’s  been  created  in  your  indus¬ 
try  in  the  last  few  years?” 

No  one,  Hamel  argues,  is  better  qual¬ 
ified  to  lead  this  change  than  CIOs. 
“Never  before  has  there  been  a  better 
time  to  be  an  industry  revolutionary,  or 
a  more  dangerous  time  to  be  an  incum¬ 
bent,”  he  said.  “The  goal  is  not  to  predict 
the  future;  the  goal  is  to  predict  a  future 
that  you  can  make  happen.”  BE] 

Staff  Writer  Jennifer  Bresnahan  can  be 
reached  at  jennifer@cio.com. 
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You  Can't  Survive  Without  It. 

■file  Internet  Commerce  Expo. 


April  8-11, 1997  •  Atlanta,  Georgia 
September  8-11, 1997  •  Los  Angeles,  California 

The  World's  Premiere  Exposition  and  Conference  Dedicated  To 
Internet  Commerce  and  the  Intranet. 

The  Internet  Commerce  Expo  brings  innovative  solution  providers 
and  knowledgeable  buyers  together  in  a  powerful  Internet  technology 
exposition  and  conference.  It's  your  chance  to  get  in  on  the  hottest 
Internet  action  in  the  county.  Don't  miss  it! 

For  Exhibitors:  highly  qualified,  enterprise  buyers  will  be  there. 

There  will  be  thousands  of  motivated  buyers  actively  looking  for  the 
new  products  that  have  made  the  Intranet  and  Internet  commerce 
practical  and  secure.  There  is  simply  no  better  way  to  reach  this  hot- 
to-buy  audience  than  ICE.  Corporate  decision  makers  will  be  there  in 
huge  numbers  looking  for  productivity  enhancing  solutions...  and  they'll 
find  what  they're  looking  for  at  ICE. 

For  Attendees:  the  coolest  way  to  find  the  hottest  IT  solutions. 

Hundreds  of  the  leading  hardware,  software  and  network  services 
vendors  will  be  on  hand  to  show  you  how  to  increase  productivity 
and  profitability  via  the  latest  Internet  technology.  ICE  is  the  best 
and  biggest  event  in  the  country  for  getting  directly  in  touch  with  the 
providers  of  the  hottest  Internet  solutions  for  the  enterprise.  That's 
why  this  is  the  show  your  simply  cannot  afford  to  miss.  If  you  can 
attend  just  one  show  this  year,  better  make  it  ICE. 

In  addition,  the  focused  content  of  Internet  Commerce  Expo's  industry¬ 
leading  conference  program  will  address  the  needs  of  developers,  IT 
and  business  managers  and  senior  executives. 

ICE.  If  its  hot  its  here. 

There's  a  hard  new  truth  in  the  world  of  business  today,  and  it  goes 
like  this:  Internet  commerce  is  the  force  driving  business  into  the  next 
millennium.  So  if  you're  a  vendor  with  a  compelling  Internet  solution  for 
the  enterprise...  or  a  corporate  decision  maker  looking  for  productivity 
enhancing  products,  you  need  to  be  where  it's  hot. 


See  ICE  on  the  Web:  http://www.idg.com/ice 
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Los  Angeles  Convention  Center 

Los  Angeles,  California 
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Please  put  me  on  ICE!  I  would  like  more 
information  on:  O  Exhibiting  O  Attending 

Name _ 

Title _ _ 

Company _ _ _ _ _ _ _ _ _ . 

Address _ 

City/State/Zip _ 

Phone _  Fax _ _ _ _ _ 

e-Mail _ _ 

Mail  to:  Internet  Commerce  Expo,  111  Speen  Street,  P.O.  Box  9107, 
Framingham,  MA  01701.  Or  Fax  to:  508-370-4325  Phone:  800-667-4ICE 
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CIO  Perspectives  Profiles 

BY  CIO  STAFF 

MELANIE  L.  MCCARTHY 

President  and  CEO 
Millennium  Network  Corp. 

Colorado  Springs,  Colo. 

Current  Challenge:  Finding  a  CIO  to 
join  this  new,  Internet-based,  consumer 
goods  retail  operation.  McCarthy 
attended  the  CIO  Perspectives  confer¬ 
ence  to  meet  and  interview  prospective  candidates.  “I 
want  someone  who  can  move  fast  and  who  has  a  lot  of  expe¬ 
rience  in  databases,”  she  says.  “I  want  someone  who  can  be 
a  partner  in  this  venture — who  will  take  the  strategy  and  run 
with  it.” 

Thoughts  on  the  CIO  conference:  “It’s  been  very  helpful.  It’s 
made  me  think  about  issues  involving  my  organization  more 
broadly  than  I  have  recently.  But  here’s  a  dilemma  I’ve  found: 
Almost  every  IS  person  I  talk  to  hates  SAP,  but  they’re  still 
implementing  it.  Why?” 


DON  WICHAEL 

Vice  president,  Information  Technology 
J.D.  Edwards  &  Co. 

Denver 

Current  Challenge:  Having  used  AS400 
as  the  foundation  for  its  business  soft¬ 
ware  applications  since  the  early  ’70s, 

J.D.  Edwards  has  been  working  toward  adopting  open  sys¬ 
tems  for  two  years  as  it  shifts  from  host-centric  development 
to  more  distributed  computing  applications. 

Thoughts  on  the  CIO  conference:  It  reinforced  the  benefits  of 
organizational  change.  “AS400  is  very  proprietary  software. 
Open  systems  seems  to  be  the  direction  of  the  future.  The  role 
of  the  traditional  programmer  is  going  to  change,  and  we 
understand  that  change  is  our  future.” 

JOHN  P.  MARZEC 

Manager,  Decision  Support  Systems 
Sedgwick  James  Inc. 

Memphis,  Tenn. 

Current  Challenge:  As  part  of  Sedgwick’s  countrywide  ISO 
9000  initiative,  the  insurance  brokerage  is  grouping  its  60  dis¬ 
tributed  systems  under  a  central  data  warehouse — part  of  the 
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business  sometimes  requires 
heads  up,  hands  on 
jam  sessions. 


Workgroups  can  leverage 
the  power  of  a  PC  on  a  digital 
whiteboard  for  more  productive 
meetings  and  better  output. 

Work  with  any  MS  Windows 
application  on  the  whiteboard, 
add  handwritten  notes  to  any  file, 
draw  free  form  diagrams. 

Build,  analyze  and  revise  models 
for  more  effective  evaluation. 

Save,  print  and  publish 
collaborative  work  from  a  PC 
and  via  email. 


HITSoft  MTG™ 

All-Purpose  Digital  Meeting 
System 

HITSoft  BIZ™ 

Business  Flow  Modeling  and 
Simulation  Software 

HITSoft  IT™ 

Process  and  Data  Modeling 
Software 

For  more  information  about  the 
HITSoft  Series  contact  us  at: 

1  (800)  624-6176,  Ext  7693. 

http://www.hitachi-soft.com 

Hitachi  Software 

Quality  Solutions  Worldwide 

Hitachi  Software  Engineering  America..  Ltd. 
1111  Bayhill  Drive,  Suite.  395,  San  Bruno, 
CA  94066.  (415).  615-9600.  HITSoft'  MTG. 
HITSoft  BIZ  and  HITSoft  IT  are  trademarks 
of  Hitachi  Software  Engineering  Co.  Ltd. 
Windows  is  a  trademark  of  Microsoft  Corp. 
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http://www.cio.com/forums/ec.html 


cio.com 

http://www.cio.com 

You've  got  questions  about 
electronic  commerce? 


Electronic  commerce  is  upon  us.  Will  your  company  be  ready  in  time?  The  more  you  know 
about  managing  this  challenge,  the  better  off  you’ll  be.  This  discussion  is  happening  now  on 
our  Online  Feature  Forum  located  at  www.cio.com/forums/ec.html. 

Join  us  Jan.  13-27  and  interact  with  industry  experts,  CIO  writers  and  editors,  and  other 
CIOs  who  are  grappling  with  this  newest  business  challenge.  “Electronic  Commerce:  Should 
You?  Would  You?  How?”  Find  out  lessons  learned,  benefits  gained,  hardships  endured. 


We've  got  answers. 


Participants 


•  Daniel  Dardailler,  member  of  the  World  Wide 
Web  Consortium;  project  manager  of  the 
Joint  Electronic  Payment  Initiative  (JEPI) 

•  Bob  Edelman,  vice  president  of  Marshall 
Industries  and  ENEN  (education,  news 
and  entertainment  network) 

•  Jim  Galvin,  program  manager  for  security, 
CommerceNet 

•  Ken  Horner,  global  practice  director  of  new 
media/electronic  commerce  for  Deloitte  & 
Touche  Consulting  Group 

•  Pete  Jacobs,  manager  of  electronic 
commerce,  3M 


•  Ravi  Kalakota,  professor,  Simon  Graduate  School 
of  Business  Administration,  University  of  Rochester; 
author  of  The  Frontiers  of  Electronic  Commerce 

•  Tom  Patterson,  chief  strategist  for  electronic 
commerce  at  IBM  Corp. 

•  Barbara  Reilly,  a  product  manager  in  the  electronic 
commerce  strategies  service  at  Gartner  Group  Inc. 

•  Thomas  J.  Smedinghoff,  partner  at  McBride, 

Baker  &  Coles;  chair  of  the  Electronic  Commerce 
and  Information  Technology  Division  at  the 
American  Bar  Association 

•  Phyllis  K.  Sokol,  author  of  From  EDI  to  Electronic 
Commerce 


The  CIO  Electronic  Commerce  Online  Forum:  Jan.  1 3-27 
Be  An  Inner  Circle  Member 

As  an  added  benefit  to  participation  in  this  forum,  you  will  be  enrolled  in  The  Inner  Circle. 
Members  are  automatically  notified,  via  e-mail,  of  future  events  and  forums. 
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company’s  move  from  a  traditional  commission-based  busi¬ 
ness  to  a  fee-based  risk  management  service. 

Thoughts  on  the  CIO  conference:  It  helped  validate  the  com¬ 
pany’s  new  IT  standardization.  “It’s  helping  to  standardize 
our  office  and  business  processes,”  he  says.  “The  joke  used  to 
be,  ‘If  you’ve  seen  one  Sedgwick  office,  you’ve  seen  one 
Sedgwick  office.’  But  it’s  easy  to  just  consolidate.  We’ve  got  to 
come  through  with  a  better  understanding  of  the  process  itself 
and  streamline  the  process.” 

ANGELO  WIDER 

Manager,  Revenue  Assurance,  Finance 
Department 
U.S.  Postal  Service 
Washington 

Current  Challenge:  Streamlining  his 
department  to  compete  against  private 
enterprises,  such  as  FedEx,  and  new 
communications  technologies  that  offer  alternatives  to  tradi¬ 
tional  mail  delivery.  “The  most  frustrating  part  is  the  time  it 
takes  to  implement  changes,”  Wider  says.  “We’re  like  a  big 
ship  at  sea  that  can’t  turn  around  on  a  dime.  Once  we  identify 
what  to  improve,  it  takes  up  to  a  year  to  get  it  through  the 
bureaucracy.  Plus,  there’s  no  guarantee  that  by  the  time  we’re 


ready  there  will  still  be  funding  available.” 

Thoughts  on  the  CIO  conference:  “We’re  going  through  the 
same  issues  as  the  other  companies  here.  We’re  not  on  the 
verge  of  failing,  but  we  could  be  doing  a  lot  better.” 

MARGUERITE  DOWNEY 

Vice  president  of  IS 
Fortis  Inc. 

St.  Paul,  Minn. 

Current  Challenge:  “There  is  a  lack  of 
credibility  for  IS  both  at  my  company  and 
in  the  industry  as  a  whole,”  Downey 
says.  “We’re  not  very  good  communica¬ 
tors,  and  we  haven’t  done  a  good  job  of  managing  expecta¬ 
tions.  People  are  getting  tired  of  the  rapidity  with  which  change 
happens.  We  don’t  know  how  to  change  technologies  every 
two  years,  and  it  looks  like  that’s  what  we’re  going  to  have  to 
be  doing.  Business  is  going  through  huge  changes  while  tech¬ 
nology  is,  too.  We  have  to  keep  up  with  changes  in  both  areas.” 

Thoughts  on  the  CIO  conference:  “You  go  to  a  conference  to 
learn  new  ideas  or  see  if  you’re  going  in  the  right  direction. 
Karen  McKemie’s  talk  [on  shared  services  at  Tenneco]  reas¬ 
sured  me  that  we  are  going  in  the  right  direction.”  (313 
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Do  you  know  where  your 
employees  were  today? 

Surprisingly  20-45%  of  employee  time  on  the  Net  is  spent  in 
sites  irrelevant  to  their  job,  sites  such  as  pornography,  games,  sports, 
and  even  job  search. 

WebSENSE  effectively  blocks  Web  sites  inappropriate  for 
business  use.  Working  as  a  proxy  server,  WebSENSE  refers  to  its 
comprehensive  database  of  more  than  44,000  URL,  newsgroup  & 
chatroom  addresses  (the  largest  database  of  its  kind)  that  fall  into  one 
of  26  different  categories.  The  database  is  updated  and  automatically 
downloaded  to  your  system  each  day. 

WebSENSE  comes  complete  with  a  full  logging  and  reporting 
module.  You  can  configure  the  system  to  log,  block  or  monitor  in  any 
combination  that  suits  your  needs.  Put  an  end  to  unprofessional 
Internet  use  in  your  company  and  prevent  unpleasant  surprises. 
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FREE  for  14  DAYS 
download  your  copy  today  at 
www.netpart.com 

sales@netpart.com 

1.800.723.1166  •  1.619.505.3020 

See  us  at  Fall  Internet  World  '96 
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Advanced  Technology  Groups 

If  ATGs  truly  want  to  have  an  impact  on  the  business , 
they  must  come  down  from  their  ivory  towers 


BY  JENNIFER  BRESNAHAN 


WHO  SAID  BEING  A  WHIZ  KID 

was  going  to  be  easy?  Hindered 
by  the  conventional  wisdom 
that  advanced  technology 
groups  (ATGs)  spend  their 
hours  spinning  fanciful  scenarios  with  no 
business  relevancy,  the  so-called  eggheads 
of  most  companies’  ATGs  have  the  unenvi¬ 
able  task  of  trying  to  convince  their  col¬ 
leagues  to  accept  them — and  their  ideas — on 
faith.  “It’s  hard  for  business  people  to  see  the  val¬ 
ue  of  ATGs,”  says  Kim  Sienkiewicz,  manager  of  tech¬ 
nology  assessment  and  evaluation  at  John  Deere  Credit 
Inc.,  a  diversified  finance  company  whose  primary  busi¬ 
ness  is  financing  agricultural  and  commercial  equipment 
for  Deere  and  Co.  in  West  Des  Moines,  Iowa.  “Advanced 
technology  groups  are  supposed  to  be  forward  observers, 
but  while  ATGs  are  looking  toward  the  horizon,  business 
units  are  focused  on  the  terrain  they’re  going  over  now,” 
he  says. 

That  can  make  for  a  bumpy  ride,  says  Dorothy  Yu,  a 
partner  with  Coopers  &  Lybrand  LLP  in  Boston,  because 
the  failure  rate  for  technology  introductions  is  high  for 
the  typical  ATG  that  hands  a  new  technology  project 
over  to  a  business  unit.  Eventually,  she  says,  IS  resusci¬ 
tates  the  technology  beast  or  watches  it  flounder  and  die. 

Rather  than  salivate  over  technology  for  technology’s 
sake,  says  Yu,  successful  ATGs  should  straddle  different 
departments  to  become  business  strategists,  marketing 
experts  and  help-desk  specialists. 
They  seek  out  business  problems, 
pitch  in  to  help  IS  implement  tech¬ 
nology  solutions  and  then  help  the 
rest  of  the  company  make  peace 
with  its  “newfangled”  ways. 

“ATGs  that  interact  with  other 
groups  become  more  invested  in  the 
outcome  of  the  project,”  says  Yu. 
“Their  recommendations  are  more 
realistic,  which  in  the  long  run  is 
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good  for  IS  because  it  prevents  them  from  having  to 
force-fit  an  inappropriate  technology.” 

Given  a  choice,  CIOs  clearly  would  prefer  to  work  with 
ATGs  that  know  the  ins  and  outs  of  business  strategies. 
So  how  do  you  transform  a  group  of  isolated  techno¬ 
heads  into  business-sawy  collaborators?  Here  are  some 
suggestions  that  can  help  your  ATG  become  more  respon¬ 
sive  to  business  needs. 

Whose  Culture  Is  It,  Anyway? 

One  critical  skill  for  ATGs  is  the  ability  to  evaluate  a 
company’s  corporate  culture.  Different  types  of  compa¬ 
nies  have  varying  thresholds  of  experimentation.  A  com¬ 
pany  whose  business  is  rooted  in  computers,  for  example, 
will  have  an  easier  time  convincing  its  technology-mind¬ 
ed  business  group  that  a  particular  technology  is  val¬ 
uable  to  them.  “It’s  not  hard  to  sell  what  we  do,”  says  Jack 
Dowling,  CIO  and  vice  president  of  computer  reseller 
and  service  provider  CompuCom  Systems  Inc.  in  Dallas. 
“Our  company  understands  the  benefits  of  technology.” 

But  other  companies,  such  as  John  Deere,  are  more 
conservative  and  less  willing  to  try  cutting-edge  tech¬ 
nologies.  For  such  risk-averse  companies,  “we  find  that 
you  can  achieve  huge  impact  and  value  with  something 
that’s  less  than  rocket  science,”  says  Coopers  &C  Lybrand’s 
Yu.  In  cases  like  John  Deere’s,  the  ATG’s  value  lies  in  its 
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ability  to  find  new  technologies  that  get  the  job  done 
but  don’t  turn  off  the  users. 

“If  ATGs  don’t  understand  their  company,  chances 
are  they’re  going  to  run  into  a  rat’s  nest,”  says 
Sienkiewicz.  “If  a  company  isn’t  ready  to  hear  the  solu¬ 
tions  yet,  the  ATG’s  suggestions  are  going  to  fall  on  deaf 
ears.  People  will  say,  ‘Don’t  bother  me  with  things  three 
years  out — I’ve  got  a  problem  with  my  PC  right  now.’” 

That’s  exactly  what  happened  to  the  ATG  at  John 
Deere.  Sienkiewicz’s  group  designed  an  intranet  for 
companywide  internal  communication,  but  people 
simply  wouldn’t  use  it.  For  one  thing,  they  found  it 
intimidating,  says  Sienkiewicz.  “They  weren’t  buy¬ 
ing  into  it,”  he  says. 

Talkthe  Talk 

But  John  Deere’s  ATG  isn’t  giving  up.  It  is  launching  a 
massive  internal  public  relations  campaign  and  attend¬ 
ing  weekly  meetings  with  middle  managers  to  persuade 
others  of  the  intranet’s  value.  By  communicating  reg¬ 
ularly  with  other  departments,  an  ATG  can  learn  what 
its  colleagues  need.  The  ATG  members  at  John  Deere, 
for  example,  used  to  wait  for  somebody  to  tell  them 
what  to  work  on.  Now  Sienkiewicz’s  staffers  go  direct¬ 
ly  to  business  units  with  ideas  of  their  own.  “We  are 
helping  [the  units]  think  of  ‘what  if’  scenarios,”  says 
Sienkiewicz.  And  as  the  company  itself  has  changed  its 
focus  to  strategic  planning,  the  company’s  ATG  has 
been  changed  along  with  it.  The  group  recently  ap¬ 
proached  the  marketing  and  sales  departments  with 
an  idea  to  improve  their  voice-mail  system  by  using 
Wildfire,  a  voice-activated  electronic  assistant  from 
Wildfire  Communications  Inc.  that  manages  daily  tele¬ 
phone  communications.  “It  wasn’t  that  the  voice  mail 
we  were  using  was  bad,”  explains  Sienkiewicz.  “We 
simply  knew  we  could  make  it  better.” 

Similarly,  CompuCom  System’s  ATG  stays  in  close 
contact  with  other  business  units.  Darrell  Piatt, 
CompuCom’s  director  of  advanced  technologies, 
chats  often  with  as  many  employees  as  possible  to 
keep  in  touch  with  their  needs.  Business  problems  are 
revealed  even  in  the  most  casual  conversations  or  by 
observing  a  department  at  work.  “Mostly  what  we 
do  is  see  business  opportunities  and  take  advantage 
of  them  through  technology — not  the  other  way 
around,”  says  Piatt. 

Piatt  is  also  an  integral  part  of  the  information  ser¬ 
vices  department,  attending  all  the  same  IS  staff  meet¬ 
ings  as  its  CIO.  Being  an  “IS  insider”  prevents  Piatt 
from  having  to  fight  for  IS  funding  and  acceptance  of 
his  group’s  recommendations. 

Into  the  Trenches 

Beyond  communicating  with  their  “customers,” 
ATGs  should  work  side  by  side  with  them  to  make 
sure  their  research  and  input  is  as  relevant  as  possi- 


LOW-VOLTAGE  TECHNOLOGY 


They  Keep  Going  and 
Going  and  Going... 

Remote  workers  get  a  boost  from 
cheaper ;  more  powerful  sub-3 -volt  chips 

COMPANIES  LOOKING  to  equip  their  mobile  workers  with 
more  robust  and  power-efficient  notebook  computers, 
personal  digital  assistants  and  cellular  phones  can  look 
forward  to  a  new  generation  of  products  based  on  sub-3-volt 
microprocessors  and  support  chips. 

Over  the  past  few  years,  most  mobile  systems  manufacturers 
have  switched  their  units  from  5-volt  to  3.3-volt  circuitry.  But 
now  the  move  is  on  to  ultra-low- voltage  technology,  which  will 
allow  manufacturers  to  create  smaller,  more  powerful  products 

without  increasing  cost. 

The  promise  of  re¬ 
duced  power  consump¬ 
tion  is  the  key  reason  manufacturers  are  moving  toward  lower- 
voltage  technology,  says  Elvin  Stepp,  chairman  of  the  electrical 
engineering  technology  department  at  the  University  of  Cincin¬ 
nati.  “Lower  power 
means  longer  battery 
life,”  he  says.  “The 
power  dissipated  by  a 
digital  device,  such  as 
a  CPU  chip,  varies 
with  the  square  of  the 
operating  voltage,  so 
there  is  a  major  incentive  to  reduce  [the  voltage].” 

David  Somo,  a  division  marketing  manager  at  chip  maker 
AMD  in  Sunnyvale,  Calif.,  notes  that  the  move  from  5  volts  to 
3.3  volts  allowed  chip  manufacturers  to  cut  their  products’ 
power  consumption  by  about  50  percent.  He  expects  that  up¬ 
coming  processors  and  support  chips — operating  below  2 
volts  by  the  year  2000 — will  provide  similar  power  savings, 
allowing  systems  manufacturers  to  adopt  more  powerful  pro¬ 
cessors  while  extending  battery  life. 

Memory  makers  are  also  behind  the  push  to  lower  voltages, 
explains  Stepp.  “The  manufacturers  of  [dynamic  RAMs]  can 
increase  memory  density  by  reducing  operating  voltage,  and 
their  desire  to  reduce  operating  voltage  forces  the  other  chips 
on  the  board  to  do  likewise,”  he  says. 

Reducing  the  operating  voltage  requires  chip  manufacturers 
to  shrink  feature  sizes  simply  to  maintain  performance.  And 
lower  voltages  are  inevitable  as  the  industry  moves  to  smaller, 
denser  chips,  says  Somo.  “On-chip  voltages  must  be  reduced  in 
order  to  avoid  damage  to  internal  structures,”  he  says. 

All  the  major  chip  manufacturers  currently  are  working  on 
sub-3-volt  products.  Somo  expects  the  field  to  begin  consolidat¬ 
ing  by  the  end  of  the  year  as  processor,  memory  and  chip  ven¬ 
dors  begin  making  their  new  sub-3-volt  devices  available  to 
portable-system  manufacturers.  As  a  result,  the  first  sub-3-volt 
based  notebooks,  communicators  and  cellular  phones  should 
become  available  in  1998.  -John  Edwards 
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Awards 


Ceremony 


Join  CIOs  and  other  corporate  thought 
leaders  from  Fortune  1000  organizations  for  a 
three  day  immersion  assessing  the  enterprisewide 
value  of  IT  and  the  virtual  value  chain. 


CIO 


Participate  in  a  case  study  with  the  CEO 
and  CIO  of  a  $2  billion  power  cable  manufacturing 
corporation.  The  Retreat  will  be  facilitated  by 
F.  Warren  McFarlan  of  the  Harvard  Business  School. 


THE  FIFTH  ANNUAL  ENTERPRISE  VALUE  RETREAT  A 


As  a  Retreat  participant,  you  are 
v  invited  to  be  our  guest  at  CIO’s 
Enterprise  Value  Awards  ceremony 
and  dinner  to  be  held  Tuesday 
evening,  February  4.  The  Award 
recipients  are  being  honored  for 
their  achievements  in  demonstrating 
ROIfrom  Information  Technology. 


Proud  Underwriter  of  CIO  Magazine's 
Enterprise  Value  Awards 

Ip  AT&T 

AT&T  Solutions 


ou  will  take  part  in  a  real-life  case 
study  facilitated  by  F.  Warren 

rMcFarlan,  Senior  Associate  Dean, 
Director  of  External  Relations  and 
Ross  Graham  Walker  Professor  of  Business 
Administration,  Harvard  Business  School, 
designed  to  lead  participants  through  the  often 
tangled  path  of  Information  Technology  acqui¬ 
sitions.  From  conception  to  implementation, 
you  will  learn  how  to  justify  costs,  budget 
more  effectively,  sell  ideas  to  internal  manage¬ 
ment  and  users  and  gain  a  better  understand¬ 
ing  of  the  enterprisewide  strategic  implications 


“We  are  in  the  midst 
of  a  technology 
discontinuity  which 
is  profoundly 
impacting  channels 
of  distribution, 
market  structures, 
organization  of 
work  and  service 
standards.  Good  management  is  at  the 


core  of  success.” 


-  F.  Warren  McFarlan 
Senior  Associate  Dean 
Director  of  External  Relations 
Ross  Graham  Walker 
Professor  of  Business  Administration 
Harvard  Business  School 


of  your  decisions. 


Sunday,  February  2 


8:00am-10:30am 

12:30pm 

3:00pm-6:30pm 

6:30-7:00pm 


7:00pm-10:00pm 


Registration  and  Breakfast 

Golf  Tournament  at  Monarch  Beach 

Golf  Links 

Registration 

Retreat  Introduction 

F.  Warren  McFarlan 

Senior  Associate  Dean 

Director  of  External  Relations 

Ross  Graham  Walker 

Professor  of  Business  Administration 

Harvard  Business  School 

Join  Retreat  participants  in  an 

event  synopsis 

Partners  Cafe 

Meet  other  participants  and 
Retreat  Partners 
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The  Complete  Networking  Solution"* 
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Software  superior  by  design 


AT&T  Solutions 


Monday,  February  3 


7:30am-8:15am 

8:15am-8:30am 


8:30am- 10:00am 


10:00am-10:30am 

10:30am-11:15am 


11:15am-12:00pm 


12:00pm-1:30pm 

1:30pm-2:30pm 


2:45pm-3:45pm 

4:00pm-5:00pm 


6:30pm-7:30pm 


7:30pm 


Breakfast 

Welcome  and  Opening  Remarks 

Joseph  L.  Levy 

Group  Publisher  ir  President 

CIO  Communications,  Inc. 

Managing  in  the  Marketspace 

John  J.  Sviokla 

Assistant  Professor  of  Business 

Administration 

Harvard  Business  School 

Implications  for  the  CIO  of  shifting 

from  marketplace  to  marketspace 

Mid- Morning  Break 

Exploiting  the  Virtual  Value  Chain 

John  J.  Sviokla 

Showing  how  to  extract  value  in 

"place"  and  in  "space" 

Cybersmith  Case  Study 
John  J.  Sviokla 

Examine  this  tech-retail-store-cafe 
entrepreneurial  Web  venture 
Luncheon 

Concurrent  Sessions 
Choose  among  several  sessions 
offered  by  our  Partners 
Concurrent  Sessions — Repeated 
Summation  of  days  case  study  and 
preview  of  Tuesday’s  case  study 
Partners’  Cafe 

Meet  other  participants  and  Retreat 
Partners 

Dine  Around  or  Captain’s  Table 


T  U  ES  D  AY, 


February  4 


7:30am-8:15am 

8:15am-10:00am 


10:00am-10:30am 

10:30am-12:00pm 


Breakfast 

Business  Process  Redesign  and  the 
Role  of  Intranets 

F.  Warren  McFarlan 
Changes  in  infrastructure  being  facili¬ 
tated  by  today's  new  technologies 
Mid-Morning  Break 
Enterprise  Value  Case  Study: 
Southwire  Corporation 
F.  Warren  McFarlan 
View,  in  depth,  this  privately-held  $2 
billion  power  cable  manufacturing 
company 


12:00pm- 1:30pm 
1:30pm  -  3:45pm 


4:00pm-5:00pm 


6:30pm-7:15pm 

7:15pm 


Luncheon 

Case  Study  Workgroups 

Break  into  small  groups  to  develop 
the  case 

New  Ways  of  Assessing  IT  Services 

F.  Warren  McFarlan 

New  reflections  on  the  make/buy 

decision 

Enterprise  Value  Awards  Reception 
Meet  the  Award  winners  and  judges 
Enterprise  Value  Awards  Ceremony 
and  Dinner 

Join  CIO  and  AT&T  Solutions  in 
recognizing  the  winners  of  the 
Enterprise  Value  Awards 


Wednesday,  February  5 


7:30am-8:15am  Breakfast 

8:15am-9:15am  Case  Study:  Roundtable  Presentations 
and  Discussion 

F.  Warren  McFarlan 
Examine  breakout  solutions 

9:  15am- 10:00am  Case  Study:  Epilogue  and  Reflections 

F.  Warren  McFarlan 


Roy  Richards,  Jr. 

Chairman  and  CEO 
Southwire  Corporation 

Lee  Hunter 

Vice  President 

Environmental  It  Technical  Support 
Southwire  Corporation 

Review  case  decisions  with 
company  executives 
10:00am-10:30am  Mid-Morning  Break 
10:30am-11:45am  Delivering  IT  Results  in  the 
Information  Mediated  Age 
F.  Warren  McFarlan 
Techniques  and  processes  for 
ensuring  attractive  bottom  line  results 
11:45am-12:00pm  Summary 

J 

F.  Warren  McFarlan 
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ENTERPRISE 


February  2-5,  1997 
Ritz-Carlton  Laguna  Niguel 
VALUE  Dana  Point,  California 

RETREAT 

ENROLLMENT  APPLICATION 

Please  complete  the  enrollment  form  in  its  entirety. 

Name _ Telephone  _ 

Title _ Facsimile _ 

Organization  _ 

Address  _ Mail  Stop  _ 

City,  State,  Zip  _ 

E: Mail  Address  _ 

I  will  bring  a  companion.  Name: _ 

(A  companion  is  included  at  no  cost)  tij2 


What  is... 

Your  industry? _ 

Your  organization's  annual  revenues  or  assets?  _ 

Your  annual  IT  budget? _ 

The  title  of  the  person  to  whom  you  directly  report? _ 

Which  of  the  following  statements  describe  your  personal  involvement  in  the  acquisition  of 
information  technology  products  and  services  for  your  organization?  (Check  all  that  apply) 


Do  you...  □  Identify  or  establish  the  need 

□  Initiate  the  purchase 

□  Evaluate  brands 


□  Specify/recommend  brands  or  vendors 

□  Authorize  the  purchase 

□  Approve  the  budget 


Fee: 


□  $2,250  IS  Practitioner/Executive 

Please  make  your  own  hotel  reservations. 

□  $2,850  Government/Military 

This  fee  includes  your  hotel  for  three  nights.  CIO 
will  make  your  hotel  reservations  for  arrival 
Sunday,  February  2  and  departure  Wednesday, 
February  5. 


□  Bill  company 

□  Check  enclosed 

□  MC/AXA/ISA  (circle  one) 

Acct.  # _ 

Signature _ 


Your  fee  includes  Retreat  attendance,  Retreat-related  materials,  meals,  entertainment,  companion  attendance  and 
the  Enterprise  Value  Awards  Ceremony  and  Dinner. 

Please  make  your  hotel  reservations  by  calling  the  Ritz-Carlton  at  714-240-2000. 

Be  sure  to  mention  you  are  attending  CIO's  Enterprise  Value  Retreat  to  receive  the  discounted  rate  of  $215.00  per  night. 
CIO  will  make  hotel  reservations  for  government/military  only.  All  fees  must  be  paid  prior  to  the  Retreat.  No  refunds  or 
cancellations  will  be  given  after  January  17,  1997.  CIO  reserves  the  right  to  limit  attendance  to  practitioners  and  Partner 
organizations. 


To  enroll  visit  our  Web  site  at  http://www.cio.com  or 
fax  this  completed  form  to  us  at  508-879-7720. 
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“We  are  in  the  midst  of  a 
technology  discontinuity 
which  is  profoundly  impact¬ 
ing  channels  of  distribution, 
market  structures,  organiza¬ 
tion  of  work  and  service 
standards.  Good  management 
is  at  the  core  of  success.  ” 

-  F.  Warren  McFarlan 
Senior  Associate  Dean 
Director  of  External  Relations 
Ross  Graham  Walker  Professor 
of  Business  Administration 
Harvard  Business  School 
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Join  CIOs  and  other  corporate  thought 
leaders  from  Fortune  1000  organizations  for  a 
three  day  immersion  assessing  the  enterprisewide 


value  of  IT  and  the  virtual  value  chain. 


Proud  Underwriter  of 
CIO  Magazine's  Enterprise 
Value  Awards 

Op  AT&T 

AT&T  Solutions 


Participate  in  a  case  study  with  the  CEO 
and  CIO  of  a  $2  billion  power  cable  manufacturing 
corporation.  The  Retreat  will  be  facilitated  by 
F.  Warren  McFarlan  of  the  Flarvard  Business  School. 
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Emerging 

Technology 


ble.  Xerox  Corp.’s  Architecture  and  Document 
Services  Technology  Center,  for  example,  “really 
tries  to  avoid  the  model  of  doing  research  and  just 
delivering  a  set  of  findings  to  somebody,”  says 
Susan  Anderson,  manager  of  the  Center’s  work 
practices  and  co-development  group.  When  a  univer¬ 
sity  library  system  collaborated  with  Xerox’s  engi¬ 
neering  department  to  create  a  system  for  tracking 
and  offering  text  from  reserve  reading  lists,  An¬ 
derson’s  group  worked  closely  with  the  engineers  and 
the  library  to  understand  the  needs  of  both.  The  en¬ 
gineering  department  already  had  a  product  proto¬ 
type,  but  the  ATG  helped  refine  it  by  traveling  to  the 
library  and  researching  its  existing  reserve  reading 
system  and  technologies.  From  there,  the  group  de¬ 
termined  which  new  technologies  would  fit  best 
with  the  existing  system,  presented  its  findings  to 
the  engineering  department  and  helped  them  develop 
the  next  product  iteration  of  what  ultimately  became 
a  World  Wide  Web-based  document  repository. 

Once  they  understand  what  the  business  units 
are  looking  for,  technology-minded  ATGs  must 
learn  how  to  dig  deep  into  their  often  neglected  cre¬ 
ative  sides  to  present  their  recommendations  in  an 

"If  a  company  isn't  ready  to  hear  the 
solutions  yet,  the  ATG's  suggestions 
are  going  to  fall  on  deaf  ears. 
People  will  say,  'Don't  bother  me  with 
things  three  years  out — I've  got  a 
problem  with  my  PC  right  now."' 

-Kim  Sienkiewicz 

appealing  way.  Even  perfect  technology  solutions 
are  useless  if  no  one  can  be  persuaded  to  try  them. 
“A  list  of  specifications  is  just  a  list,”  says  Anderson. 
“We  want  to  paint  a  picture  so  that  anybody  can 
understand  what  they  need  and  why  they  need  it.” 
When  Xerox’s  ATG  proposes  a  technology  solu¬ 
tion,  it  gives  multimedia  presentations  featuring 
videos  of  animation,  simulations,  drawings  and  a 
customer  site. 

CompuCom’s  Dowling  is  also  mulling  over  new 
ways  to  let  people  know  about  technologies  his  ATG 
introduces.  He’s  considering  demos,  screen  cams, 
glossy  brochures  and  the  PointCast  Network,  an  In¬ 
ternet  screen-saver  that  can  broadcast  up-to-the  min¬ 
ute  news  on  all  internal  technology  developments. 

Within  the  ATG,  Piatt  takes  spreading  the  word 
so  seriously  that  he  evaluates  his  group  members’ 


Cyber  This 

Every  company  is  trying  to  hitch  its  wagon  to  the  coolest  thing 
going  by  adding  "cyber"  to  both  its  name  and  products.  And  it's  prob¬ 
ably  a  smart  move  considering  that,  one  by  one,  the  perceived  weak¬ 
nesses  of  the  Web  are  being  eliminated.  Take  electronic  commerce,  for  exam¬ 
ple.  In  the  past,  people  rejected  it  because  it  was  an  insecure  vehicle  for 
small  transactions. 

But  now  there's  a  product  that  makes  microtransactions  both  viable  and  se¬ 
cure.  CyberCash  Inc.'s  CyberCoin  service  (note  the  requisite  prefix)  lets  con¬ 
sumers  securely  pay  merchants  as  little  as  25  cents  over  the  Internet.  Launched 
last  October,  CyberCoin  is  like  an  electronic  wallet:  Consumers  set  aside  money 
from  their  bank  accounts  or  credit  cards  in  a  special  account 
called  a  CyberCash  wallet.  When  they  want  to  purchase  an 
item  they  see  online,  their  bank  instantly  transfers  money 
from  their  CyberCash  account  to  the  merchant's  account  and 
withdraws  a  small  transaction  fee.  The  merchant  then  makes 
arrangements  with  its  own  bank  to  retrieve  the  money.  Any 
bank  can  be  used,  and  the  software  is  free  to  both  mer¬ 
chants  and  consumers. 

Since  the  consumer's  money  is  kept  in  the  bank,  it  re¬ 
mains  FDIC  insured.  In  addition,  public  key  cryptography 
from  RSA  Data  Security  Inc.  and  digital  signature  technology  from  VeriSign 
Inc.  increases  the  security  of  microtransactions.  For  more  information,  or  to 
download  a  wallet,  visit  CyberCash  at  www.cybercash.com. 


G'day,  Mates 

That  poor  woman  down  in  Australia!  To  demonstrate  Picture¬ 
Tel  Corp.'s  new  SwiftSite  videoconferencing  system  to  trade  show 
visitors  in  California,  she  had  to  sit  at  attention  for  hours  as  curious 
CIOs  strolled  past  her  image,  carrying  cocktails.  But  if  the  point  of  her  pres¬ 
ence  was  to  impress,  her  efforts  definitely  worked 
for  PictureTel.  Trade  show  attendees  delighted  in 
conversing  with  a  woman  halfway  around  the 
world  whose  every  word  and  expression  were 
crisply  conveyed  on  the  screen.  The  demonstra¬ 
tion  illustrated  how  remote  employees  can  work 
together  without  missing  each  other's  important 
visual  cues  and  body  language. 

PictureTel's  SwiftSite  is  a  portable  system, 
weighing  in  at  less  than  10  pounds,  that  makes  videoconferencing  possible 
using  an  ordinary  TV  monitor  and  ISDN  phone  lines.  SwiftSite's  camera,  mi¬ 
crophone,  and  video  and  audio  compression  components  are  combined  in  a 
one-piece  unit  designed  for  easy  transportation  and  use.  The  system  is  con¬ 
nected  to  a  TV  monitor,  and  a  handheld  remote  control  allows  users  to  zoom 
in  or  adjust  the  volume.  The  Superdirective  microphone  automatically  lo¬ 
cates  each  person's  voice  and  eliminates  background  noise  for  more  natural 
conversations.  Users  can  receive  instant  software  updates  and  upgrades  via  a 
dial-in  server,  and  real-time  assistance  with  online  documentation  and  con¬ 
text  sensitive  help  is  also  available.  SwiftSite's  list  price  is  $8,995. 

For  more  information  call  800  716-6000  or  visit  www.picturetel.com. 
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Microsoft  BackOffice 


a  diverse  selection  of 

servers 

united  by  a  single 

« raison  d’etre.» 

(That's  French  for  “Integrated 

design  philosophy.") 


The  new  Microsoft'  BackOffice”  is  a  different  approach  to 
server  software  solutions.  Not  a  shrink-wrapped  product, 
BackOffice  is  a  big,  wide  family  of  servers,  each  designed 
with  the  Internet  in  mind,  all  designed  to  work  together. 
This  means  you  can  pick  and  choose  from  the  broad 
range  of  BackOffice  server  software  to  assemble  the  best 
solution  for  your  business  —  one  that  augments  what  you 
already  use,  extends  your  organization  to  the  Internet  and 


remains  open  to  the  future.  And  because  all  the  BackOffice 
products  are  based  on  Microsoft  Windows  NT  Server,  you 
know  they  will  work  independently  and  integrate  flawlessly. 
So  what  Microsoft  BackOffice  gives  you  is  more  than  a 
bunch  of  server  software  products  — it’s  a  comprehensive 
strategy  for  implementing  easv-to-use.  easv-to-manage 
server  solutions  across  your  entire  organization.  Or,  as  the 
French  would  say,  “Savoir-faire  is  everywhere.” 


Microsoft 

Where  do  you  want  to  go  today?*  www.microsoft.com/backoffice/ 


©1996  Microsoft  Corporation.  All  rights  reserved.  Microsoft,  Windows  NT  and  Where  do  you  want  to  go  today?  are  registered  trademarks  and  BackOffice  is  a  trademark  of  Microsoft  Corporation. 
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ability  to  communicate  with  the  rest  of  the  company.  “One-half 
the  criteria  for  my  reviews  is  based  on  their  success  with  apply¬ 
ing  technology,”  he  says.  “A  quarter  of  it  is  success  with  team¬ 
ing  with  other  groups  for  knowledge  transfer,  and  the  other 
quarter  is  adhering  to  defined  processes  and  doing  a  good  job 
of  documenting  and  communicating  what  we  do.  That  tends 
to  get  people  focused  on  working  with  people  and  communi¬ 
cating  ideas.” 

Sticking  Around 

Since  ATGs  rely  so  heavily  on  other  business  units  to  tell  them 
what’s  important,  it  behooves  any  ATG  to  establish  good  rap¬ 
port  with  them.  Part  of  maintaining  amicable  relations  entails 
sticking  around  long  enough  to  make  sure  everything  works 
properly.  If  an  ATG  just  dumps  a  technology  on  a  business 
unit,  that  technology  is  likely  just  to  sit  until  IS  eventually  is 
forced  to  mop  up  the  mess.  When  that  happens,  the  credibil¬ 
ity  of  both  IS  and  the  ATG  will  slip,  and  IS  will  develop  a  dis¬ 
trust  and  dislike  of  its  forward-thinking  emissaries.  That’s  just 
one  reason  why  CompuCom’s  ATG,  for  instance,  doesn’t  stop 
at  simply  selecting  a  technology;  it  actually  creates  and  rolls 
out  new  applications.  “We  can’t  be  cavalier  about  evaluating 
a  technology,”  says  Piatt.  “We  actually  have  to  deliver  the 
capability — and  I’m  not  just  talking  about  a  prototype.” 

In  order  to  win  a  contract  with  the  state  of  California  in  the 
fall  of  1995,  CompuCom  agreed  to  build  a  Web-based  cata¬ 
log  service  to  help  California’s  universities,  government  agen¬ 
cies  and  state-owned  utilities  research  products,  generate  order 
quotes,  place  orders,  verify  prices  and  check  the  status  of  orders 
they  make  with  the  company.  Piatt’s  team  worked  closely  with 
CompuCom’s  IS  and  sales  groups  to  understand  what  they 
needed,  built  a  production  scale  application  and  then  taught 
IS  staff  and  the  sales  force  to  use  it.  Armed  with  that  one-on- 
one  training  from  the  ATG,  the  sales  team  showed  its 
California  customers  how  to  use  the  application. 

The  trick  is  knowing  when  it’s  time  to  step  away  graceful¬ 
ly.  “We  see  our  ATG  as  a  sort  of  incubator  for  new  technolo¬ 
gies,”  says  Piatt.  “Typically  we  will  hatch  a  new  application, 
like  a  customer  Web  solution,  and  deploy  it  first  to  a  small 
group.  We  then  market  the  new  capability  internally  and  exter¬ 
nally.  If  it’s  good  and  we  market  it  well,  interest  and  demand 
will  soar.  We  then  quickly  look  for  partners  to  bail  us  out 
before  we  get  swamped.  We  recognize  that  our  group  is  not 
really  staffed  to  provide  enterprisewide  support  and  rollout, 
so  we  look  to  team  up  whenever  possible.” 

But  with  some  rollouts,  such  as  the  company’s  data  ware¬ 
housing  venture,  Piatt’s  team  has  yet  to  relinquish  its  involve¬ 
ment.  They  continue  to  support  the  warehouse  initiative  with 
training,  setting  up  user  accounts  and  auditing  data  discrepan¬ 
cies  because  CompuCom’s  data  warehouse  is  still  being  devel¬ 
oped  for  other  business  subject  areas,  and  because  Piatt  has  data 
warehousing  expertise  that  no  other  CompuCom  directors  have. 

Converting  to  a  new  technology  is  no  small  task  for  a  large 
corporation  because  there’s  so  much  invested  in  the  old  technol¬ 
ogy,  says  John  Deere’s  Sienkiewicz.  “And  I’m  not  even  talking 
about  dollars,”  he  adds.  “People  form  emotional  attachments.” 


Support  Central 

Ghostbusters"  is  not  an  adequate  answer  when 
someone  asks  "Who  ya  gonna  call?"  for  systems  sup¬ 
port.  But  these  days,  the  right  answer  is  harder  to 
come  by  as  the  number  of  technologies  and  vendors  multi¬ 
plies,  the  user  base  expands  and  internal  IS  support  becomes 
taxed  to  the  max.  High-tech  vendors  like  Hewlett-Packard, 
IBM,  Digital  Equipment  and  NCR  offer  support  integrated 
single-source  services  worldwide.  Now  Unisys  Corp.,  with  its 
Unisys  OneCall  service,  is  the  latest  company  to  join  the 
pack.  Users  no  longer  have  to  figure  out  which  vendor  or 
help  desk  to  call  for  their  problem;  they  just  call  the  OneCall 
toll-free  number.  Internal  IS  can  ease  its  support  burden  by 
outsourcing  some  or  all  of  its  support  duties  to  OneCall  on  an 
ongoing  basis  or  just  for  the  duration  of  a  particular  project. 
By  allying  themselves  with  help-desk  specialist  Sykes  En¬ 
terprises  Inc.,  Unisys  is  ensuring  that 
customer  data  will  be  integrated 
globally  and  that  users  will  get  a  con¬ 
sistent  level  of  service  when  they  call, 
no  matter  where  in  the  world  they 
call  from,  says  Mary  Schmidt,  world¬ 
wide  director  for  OneCall.  The  service 
is  available  in  three  configurations, 
with  costs  on  a  per-call  or  per-inci- 
dent  basis. 

Single-source  support  offerings 
make  sense  for  both  the  small  busi¬ 
ness  and  the  giant  corporation,  ac¬ 
cording  to  Thomas  L.  Sweeny,  director 
and  principal  analyst  of  software  ser¬ 
vices  at  Dataquest  in  Westboro,  Mass. 
As  IT  infrastructures  become  more 
complex  even  in  the  home  office  environment,  maintaining 
support  relationships  with  every  vendor  that  is  part  of  the  in¬ 
frastructure  is  costly  and  inefficient.  Companies  like  Unisys 
offer  economies  of  scale  as  well  as  coordination,  Sweeny 
says.  For  more  information  about  OneCall,  call  Unisys  at  800 
874-8647,  Ext.  660,  or  visit  www.unisys.com. 

But  sometimes  the  technology  itself  is  not  the  issue;  some¬ 
times  an  underlying  problem  needs  to  be  solved.  “In  our  case, 
our  organization  was  changing  so  much  that  our  communi¬ 
cation  structure  had  to  be  reexamined,”  Sienkiewicz  says. 
“When  we  come  up  with  a  solution,  it  forces  people  to 
acknowledge  that  there’s  a  problem.”  BE1 

Staff  writer  Jennifer  Bresnahan  can  be  reached  via  e-mail 
at  jennifer@cio.com. 
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By  knowing  networks  from  the  ground  up, 
3Com  Li  delivering  solutions  for  the  real  world. 


Precious  few  companies  have  mastered  advanced  computer  networking.  And  of  those, 
only  one  began  where  the  rubber,  as  they  say,  meets  the  road:  at  the  user  level.  In  fact, 

3Com  has  networked  more  than  42  million  users  around  the  world. 

Knowing  how  networks  work  at  every  level  compels  3Com  to  deliver  more  than  the  big 
switches  and  routers  used  to  run  Fortune  500  global  systems.  3Com  network  solutions  deliver 
the  consistent  application  response  time  critical  to  businesses  ol  today  like  banks,  healthcare 
providers  and,  not  surprisingly,  other  major  technology  companies.  If,  like  these  companies, 
you  consider  networks  to  be  vital  —  not  optional  —  to  your  business,  contact  3Com.  With  a 

stellar  reputation*  for  reliability,  value  and  follow-through, 

3Com  can  undoubtedly  put  your  network  on  a  solid  footing. 


800-NET-3Com 

(option  2) 


www.Bcom.com/earth 
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PRODUCTS  AND  SERVICES  FROM  CIO  COMMUNICATIONS 

IN  FUTURE  ISSUES 

Enterprise  Value  Awards 

Business  executives  and  CIOs  often  work  together  to  create  new  systems  that  con¬ 
tribute  measurable  ROI  and  business  value.  CIO  will  profile  five  such  organiza¬ 
tions,  each  of  which  has  earned  our  Enterprise  Value  Award. 

CIOs  on  the  Road 

The  first  in  a  series  of  articles  takes  us  to  the  emerging  market  of  South  America, 
where  a  history  of  political,  social  and  economic  upheaval  has  presented  CIOs  with 
special  challenges. 

BUSINESS  ON  THE  INTERNET 

WebMaster  Magazine 

CIO's  sister  publication  explores  the  business-to-business  issues  of  the  Web  and 
reports  from  the  front  lines  of  Internet  business  application.  View  the  online  version 
or  subscribe  at  www.web-master.com.  For  more  information,  call  800  788-4605. 

EXECUTIVE  PROGRAMS 

The  Enterprise  Value  Retreat 

Feb.  2-5,  1997 

Ritz-Carlton  Laguna  Niguel  •  Dana  Point,  Calif. 

Harvard  Business  School  professor  F.  Warren  McFarlan  leads  participants  through 
a  case  study  designed  to  explore  and  evaluate  IT’s  payoff.  Interactive  sessions, 
workgroups  and  presentations  from  this  year’s  Enterprise  Value  Award  winners 
provide  insight  into  the  correlation  between  technology  investment  and  profit. 

Leading  the  Charge  in  Turbulent  Environments 

March  23-26,  1997 

Sheraton  Harbor  Island  •  San  Diego 

A  change  agent  does  more  than  decide  on  a  company’s  new  architecture.  IS  execu¬ 
tives  must  examine  the  difference  between  leading  and  managing  strategic  change. 
This  conference  will  examine  IS’s  role  in  change  leadership  and  execution. 

For  more  information,  contact  CIO  at  800  355-0246  or  www.cio.com/conferences. 


CIO  RESEARCH  RESULTS 


EXECUTIVE  TURNOVER  SURVEY 

Our  survey  of  more  than  500  human  resources  executives  shows  that  CIO  tenure  is  higher  than 
most  people  believe — 6.8  years.  The  survey  compares  IS  executive  tenure  with  that  of  senior 
executives  in  finance,  HR,  sales  and  manufacturing. 

PRICE:  $395  Contact:  Lisa  Kerber  at  508  935-4449  or  kerber@cio.com 

TRENDS  AND  PRACTICES  IN  MANAGING  I.T.  STANDARDS 

This  study  evaluates  management  trends,  leading  practice  usage  and  effectiveness,  and  the 
scope  and  effectiveness  of  setting  standards. 

PRICE:  $795  Contact:  Diane  Martin  at  508  935-4274  or  dmartin@cio.com 

1996  CIO  EXECUTIVE  COMPENSATION  SURVEY 

Based  on  the  responses  of  1 ,000  IS  executives,  this  survey  looks  at  compensation  as  it  relates  to 
years  of  experience,  budget,  age,  gender,  company  size  and  education. 

PRICE:  $395  Contact:  Lisa  Kerber  at  508  935-4449  or  kerber@cio.com 


cio.com 

http://www.cio.com 


Web  Central 

www.cio.com/WebMaster/ 

lm_frontpage.html 

The  executive's  starting  point 
for  accessing  relevant  IS 
resources  on  the  Web 


Executive  Library 
&  Resource  Center 

www.  cio.  com/CIO/ 
rc_main.html 

Information  and  resources  on 
the  most  pressing  topics 
facing  IS  executives 


Government 
Resource  Center 

www. cio. com/CIO/ 
rc_govt.html 

CIO  and  WebMaster  articles  on 
government  IS  issues,  new 
research  and  a  wealth  of  links 
of  interest  to  public-sector 
IS  personnel 


Intranet  Resource  Center 

www.cio.com/WebMaster/ 

wm_irc.html 

Case  studies,  articles,  reports, 
seminars  and  links  pertaining  to 
intranet  development  and  strategy 


WebMaster's  Notebook 

www.cio.com/WebMaster/ 

wm_notebook.html 

A  rich  collection  of  online 
seminars,  notes  and  links  to  sites 
of  interest  to  Web  managers 
and  developers 


Online  Feature  Forums 

www.cio.com/forums 

■  The  Professional  Webmaster 

■  The  Year  2000 

■  SAP  and  Enterprise  Software 

■  Electronic  Commerce 
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y  The  button-down  attitude  was  fine  in  the  mainframe  world,  but  now  the  computing  world  has  rapidly 
expanded.  With  thousands  of  PCs  and  servers,  today’s  IT  environment  demands  more  flexibility,  and  more 
rapid  response,  from  you  and  your  suppliers,  y  Call  Vanstar,  the  distributed  computing  experts.  We  oiler 
the  life  cycle  services  you  need  to  manage  your  IT  growth:  consulting  and  design,  network  planning, 
integration,  procurement,  Financing,  installation,  and  deskside  support,  y  With  Vanstar,  you  choose  as  much, 
or  as  little,  of  our  expertise  as  you  need.  That’s  why  hundreds  of  Fortune  1000  companies  have  selected  us 
to  support  their  distributed  computing  environments,  y  Please  visit  us 
at  www. vanstar.com/nostarch  or  call  us  at  l-800-99d-23d5  to  learn  more. 

You’ll  get  the  expertise  and  discipline  you  need,  without  the  attitude. 


The  Technology  Services  Company 

www.vanstar.com 
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0 IWt  Vanstar  Corporation  All  trademarks  are  the  property  of  their  rrspectur  owners, 


INTERNET  SECURITY 


PENTIUM  PRO 

PROCESSOR 


8:25  a.m.  -  he  arrives  at  work  and  logs  onto  his  PC.  At  8:45  he  unknowingly  destroys 


350  critical  files, 
shutting  down  your  entire 
inventory  system. 

8:51  a.m.  -  he  goes  for  coffee. 

Your  company  is  crippled. 

Have  a  nice  day. 

Over  80%  of  all  security  breaches,  both 
accidental  and  deliberate,  occur  from 
within  an  organization.  You  can  help 
prevent  both  internal  and  external  breaches 
with  CYBERSHIELD™  from  Data  General, 
combining  the  Internet,  Intranet  and  firewall 
in  one  complete  and  integrated  solution. 
CYBERSHIELD  joins  Data  General's  DG/UX® 
B2  Security  Option  with  technology  from 
BDM  International  and  applications  from 
Oracle  and  Open  Market.  And  CYBERSHIELD 
runs  on  Intel  Pentium®  Pro  Processor-based 
AViiON®  servers,  such  as  the  AV  4900. 

Your  company  can  run  enterprise-wide  appli¬ 
cations  and  conduct  transactions  over  the 
Internet  and  Intranet  with  the  highest  level  of 
security  currently  available,  just  as  major 
companies  and  government  security  agencies 
already  do.  Contact  Data  General  and  learn 
how  you  can  keep  accidents  like  this  from 
happening. 

And  really  do  have  a  nice  day. 


i  9  Data  General 

www.dg.com 
1  -800-DATA  GEN 


AViiON  and  DG/UX  are  registered  trademarks  of  Data  General  Corporation.  CYBERSHIELD  is  a  trademark  of  BDM  International. 

The  Intel  Inside  logo  and  Pentium  are  registered  trademarks  and  the  Pentium  Processor  logo  and  the  Pentium  Pro  Processor  are  trademarks  of  the  Intel  Corporation.  ©  Data  General  Corporation  1996. 


